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Rough Proofs 


“Sales tax,” headlines ADVERTISING 
Ace, “found most palatable in opin- 
ion poll.” 

Especially if taken with a few 
grains of salt? 

7. oO 

Now that the cigar manufactur- 
ers have decided to do something 
to win back public favor, they can 
start taking advantage of the fine 


copy written in favor of Lady Nic- | 


otine by Rudyard Kipling. 
7 = v 

PM analyzes 
Company’s labor ad and concludes 
that Mr. Ford is America’s leading 
industrial tyrant. That seems to 
dispose of the rumor that PM is 
considering the sale of advertising 
space. 


7 —-| | 
Advertising men are properly 
concerning themselves with the 


drive to reduce the number of mo- 
tor traffic accidents. Something 
must positively be done to conserve 
the customers. 


7, @ 

A new Indianapolis radio station 
has been licensed with the appeal- 
ing call letters WISH, and of 
course you’re permitted to start 
wishing that it had a companion 
station named WELL. 

ak v 
Great oaks from little acorns 


grow. DeWitt Clough recalls that 
Chicago advertising man jour- 


ieyed to Washington in 1916 to de- | 


mand that the FTC declare dis- 
honest advertising to be unfair 
competition. 

v 


7. | 


Drug advertising accounted for 
42.4 per cent of FTC complaints in 
1939, and only 33.4 per cent in 1940. 
Either drug copy is getting a lot 


better or the other fellows’ is get- | 


ting a lot worse. 
v v v 

Non-Revlon users, the advertis- 
ing says, look at other women and 
think despairingly, “Why can’t I 
have hands like that?” But they 
should remember that holding aces 
and kings is all a matter of luck. 


~ = + 
Harry Fortey, of Warner & Swa- 
sey, has been named as 1940's man 
of the year in industrial advertising 
by Industrial Marketing’s Copy 
Chasers. Write your own wheeze. 


-~ 3 


By an_ interesting coincidence, 
Richard D. Chapman, who it is an- 
nounced has joined the executive 
staff of Golf magazine, also hap- 
pens to be the national amateur 
golf champion. 


_ J oe 


P. P. Willis says American Air- 


ines, Ine., doesn’t use the word 
fying” in its advertising any more 
-its “air travel.” That releases 
ne more good word for the unin- 
ibited automobile and_ railroad 
idvertisers. 
v v v 
The 1941 objective of the Wine 


\dvisory Board, according to the 
Sua'ly veracious National News- 
aper of Advertising, is “promoting 
ine as a beverage for all classes 

erve and_ purchase.” But 
luldin’t it be a good idea to pur- 
fase before serving? 


+ = ¥ 


Mark W. Cresap, Jr., has been 
ade merchandise manager of the 
"en's division of John B. Stetson. 
‘he’s a chip off the old block, you | 


| 


the Ford Motor | 


| hibiting 


ithe edict 


FIC Forces Many 


Changes in Philip 
Morris Package 


Ruling Bars “English” 
Phrases; May Affect 
Scores of Others 
Washington, D. C., Jan. 8—A 
Federal Trade Commission order 


which may have the widest possible 
effect on innumerable 


advertisers | 


| 
| 
| 
| 
| 


| 
| 


| 


and packages was issued this week | 
against Philip Morris & Co., pro-| 


the use of the phrase 
“London W” or the word “English” 
on the company’s cigaret packages. 

Any simulation of the British 
royal arms or the words “Special 
Appointment” or “By Special Ap- 
pointment” is also prohibited. Use 


of the word “Limited” or its ab- 
breviation “Ltd.”” as part of the 
company’s corporate name is also 


banned, unless the word “Incorpo- 
rated” or its abbreviation also ap- 
pears in letters of the same size 
and boldness. The cigaret maker is 
also required to discontinue’ the 
alleged representation that it oper- 
ates factories or warehouses in any 
place, including a foreign country, 
unless it does actually operate such 


| establishments. 


On only one point did the Philip 
Morris package apparently come of* 
unscathed. The FTC found to be 
“not without justification” the state- 
ment “Established Over 90 Years.” 


DRASTIC PACKAGE 
CHANGES TO BE MADE 


New York, Jan. 9.—As Philip 
Morris & Co. prepared this week 
to revise its cigaret package in ac- 
cordance with a Federal Trade 
Commission order, other national 
advertisers here wondered whether 
is the forerunner of lit- 
eral interpretation of trademark 
symbols by the FTC. 

The new Philip Morris package 
will go into distribution late next 
month, company officials told 
ADVERTISING AGE. The designation 
“London W” will be dropped; the 
coat of arms will be altered; the 
term “English blend” will be elim- 
inated; and the word “Incorpo- 
rated” will be printed in type as 
large as “Ltd.” in the main brand 
heading. These alterations cover 
the chief points in the FTC order. 

An air of mystery surrounded the 
FTC’s reference to Philip Morris’ 
alleged use of the words “by spe- 
cial appointment,” since this term- 
inology does not appear either on 
the Philip Morris package or in 
any of its advertising. There has 
been no change in the package 
since 1933. 


Stress American Make 


With reference to the commis- 
sion’s belief that consumers are in- 
duced to buy the brand because 
they consider it an English cigaret, 
it was pointed out that in four sep- 

(Continued on Page 39) 
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DIRECT APPROACH 


And Today. ..a World 
of Americans prefer 


Coors Light Bodied Beers’ 
to Mixed Drinks 


A populay pleasure soon becomes 


Controlled bees ing 


ferem Not to enjoy Coon is to 
mss 4 pleasure thar» yours Newt 
tome, vastend of « mined dnah. 
ash for Coors 


jouw the world of Amencees who bad more 
pleasure Ts drakiag loon Light bodawe 
(nat beevy) b-ers— the New Amencan Practice 


*COORs TXPORT LAGER = COORS PLSENER 
A Colen Viewme Boer te eere Pate Bor 


BREWER OF FINE BEER 


eet Th Seah Comes Cnet, Cn. 


makes a 


Well-known Colorado brewer 
direct attack on “mixed drinks” in new 
campaign in the Mountain states. 


Don't Look Now, 


But That New Soap 


Product Is Swan 


Lever Bros. Ready for 
the Big Push; Account 
to Y &R 


New York, Jan. 8 One of the 
most spectacular introductory cam- 
paigns ever to accompany the 
launching of a new product was 
predicted here this week when it 
was learned that Lever Brothers 
Company will market its new all- 
purpose soap called Swan within 
the next three weeks. 

Although details of the introduc- 
tory campaign are being carefully 
guarded, radio, newspapers and out- 
door posters will be used. Begin- 
ning Jan. 27, the product will 


ef, 


No “Hoopla’ as Business 


Prepares for Boom Year 


Industrial Group 


Asks Commissions 


On Non-Agency Copy 


| 
| 


be | 


promoted thrice daily, five times a | 
week, by spot announcements over | 
Station WOR, New York. The con- | 


tract runs for 48 weeks, and is the 
largest of its kind ever sold by the 
station. 


Confirms July Report 


Young & Rubicam has been of- 
ticially announced the Swan 
(Continued on Page 37) 


as 


Charges Agency Com- 
mission Is Violation of 
Federal Law 


Pittsburgh, Jan. 10.— Charging 
that the agency commission system 
discriminates against industrial ad- 
vertisers who do not employ adver- 
tising agencies, the Industrial Ad- 
vertising Council, Pittsburgh chap- 
ter of the National Industrial Ad- 
vertisers Association, last night 
passed a resolution by vote of its 
advertiser and supply members sug- 
gesting that publishers of business 
papers allow the same 15 and 2 per 
cent discounts as granted agencies 
to advertisers who place copy direct. 
Agency and _ publisher members 
were excused from voting. 

The action came at the 
meeting of the organization which 
has been devoted to dscussion of 
whether business paper publishers 
are justified in increasing advertis- 
ing rates to pay a 15 per cent agency 
commission. 


Others Approve Move 


Although the move is an official 
expression of only local industrial 
advertisers, others from Philadel- 
phia, Cleveland and other chapters 
of the NIAA participated in the dis- 
cussion and voiced approval of the 
action. The Philadelphia chapter 
has appointed a committee to probe 
the subject among advertisers, 
agencies, and publishers to deter- 
mine whether there may be some 
way acceptable to all in which the 
interests of the non-agency adver- 
tiser may be placed on “a more 
equitable basis.” 

Representatives of the publishing 
and agency fields were heard at the 
first meeting. They defended the 
agency commission system as a 
trade practice which has extended 

(Continued on Page 39) 


Last Minute News Flashes 
1l Bakers Indicted in U. S. Food Investigation 


Philadelphia, Jan. 10 


A grand jury has returned indictments against 
11 baking companies, the Department of Justice announced today 


The 


bill charges the bakers with conspiracy to fix prices, prevention of sale 


of one day old bread and interference with normal marketing processes. | 


A second indictment against Freihofer Baking Company alleges that it 


conducted price wars. 


Mersman Names Agency; May Use Consumer Copy 


Celina, O., Jan. 10.- 


Henry R. Winongrond, general manager of Mers- 


man Bros. Corporation, today announced appointment of Mumm, Romer, 


Robbins & Pearson, Columbus, O., to handle the company’s account 


The 


statement gave rise to the belief that Mersman, the country’s largest 
manufacturer of occasional tables, will return to consumer advertising. 


Hunter Succeeds Gardner in Pepsodent Post 


Chicago, Jan. 10.—Resignation 


of 


J. Baxter Gardner as 


advertising 


manager and elevation of Victor A. Hunter to that post were announced 
today by Charles Luckman, vice-president and general manager, Pepso- 


dent Company Mr 


Hunter came from Quake1 


Oats Company a year 


ago to become assistant advertising manager. 


Herrington Leaves B-S-H for Leo Burnett 


Chicago, Jan. 10.- 


William Herrington resigned as research director 
| for Blackett-Sample-Hummert, Inc., today. 


Company immediately as head of the markets and research department. 


second | 


Careful Thinking and 
Planning to Mark Pro- 


| motion Activities 


Chicago, Jan. 9.—What does 1941 
| hold for business and advertising? 

In some respects the answer to 
that question is a simple one; in 
others, it is one of the most com- 
plex ever to face the American 
business and advertising world. 

The one thing that can be said 
with absolute certainty is that busi- 


ness will be good—certainly for 
months, more likely for several 
years. But 1941 ushers in no 


“hoopla” era, comparable to 1928 or 
1929. The lessons of the last war 
anid the depression are still too in- 
delibly imprinted on the minds of 
business men to allow them to take 
the coming boom without a thought 
of what follows; on the contrary, 
the most significant and perhaps 
the most important aspect of the 
present situation the careful 
thinking which is being done to 
plan not only for the coming 
“boom” period but for the long pull 
and the inevitable post-war period. 


is 


Careful Planning the Rule 


As for advertising and merchan- 
|dising, it appears obvious that an 
upswing, induced by rising sales 
and rising profits, is inevitable. Yet 
even the most optimistic speak of 
“a moderate upsurge” in advertis- 
ing expenditures, rather than 
deluge of dollars’ dissipated 
drunken sailor fashion. 

In a very important sense, most 
advertisers seem determined to 
carry on “business as usual,” with 


a 
in 


little indication of drastic cuts or 
immense increases in advertising 
and merchandising appropriations, 


except as individual circumstances 
and carefully gauged opportunities 
show the need or the desire for 
such action. 

A huge’ upsurge 
goods, with the inevitable trend 
toward better quality and desire 
for luxury items, is already under 
way, and advertising will undoubt- 
edly share in this upsurge. But 
particularly significant, perhaps, is 
the general conviction among mak- 
ers of goods which are directly 
affected by defense plans—most of 
whom will find it hard to fill ord- 
ers—-that explanatory and prestige 
advertising must be continued as 
part of long-range plans to hold 
the normal civilian market which 
sooner or later will constitute their 
only market. 


in consumer 


Cross-Section of Opinion 


An unusual insight into the 
thinking of advertisers is presented 
here in the discussion of ten adver- 
tising agency heads, whose com- 
ments have been selected because 
they represent elients in all parts 
of the country, in all types of busi- 
nesses, and all types of merchan- 
dising operations. Additional com- 
ments of other agency executives, 
as well as those of advertisers 
themselves, will be presented in 
future issues of ADVERTISING AGE: 


J. M. Mathes, president, J. M. 
Mathes, Inc., New York. — While 
1941 should show greatly increased 
expenditures for advertising, I do 
not think that the increase will be 
nearly as great as the vastly ex- 
panding national market would or- 
dinarily warrant. However, these 


He will join Leo Burnett! are not ordinary times, and there 


is good reason for approaching this 
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expanding market conservatively. 


We are all uncertain as to what} 


form will be taken by coming) 
events. Many businesses, for ex- | 
ample, will be required to devote | 
much of their attention to the de-| 
fense effort, and their products will | 
in some measure be diverted from | 
the usual channels of trade. For | 
such businesses, the usual type of | 
consumer advertising might not be | 
good business. 


Good Will Copy Needed 
| 


There are times, however, when | 


advertising has a function apart) gardless whether business opportu-| In 
from the selling of merchandise. I| nities are few or plentiful, it takes | points of difference between adver- | 


H. A. Batten, president, N. W. 
Ayer & Son, Inc., Philadelphia.— 
The advertisers who will profit 
most from the increase in business 
opportunities now in promise for 
1941 will be those, in my opinion, 
who expand their advertising and 
merchandising activities in con- 
formity with sound, future-minded 
plans for the business as a whole. 
It is a mistake at this, or any 
other time, for an advertiser to 
“coast along,” taking the business 
that is easiest to get, without re- 
gard to long-range planning. Re- 


ADVERTISING AGE 


should capitalize on its opportuni- 
ties in 1941, there are complexities 
in the present situation which warn 
against any blind expansion. For 
one thing market potentials are 
widely varied because of the con- 
centration of defense spending in 
areas where raw materials and fa- 
cilities exist, or are being de- 
|veloped. Another thing is that we 
lare unable, as yet, to determine 
how much the picture will be 


‘changed through the displacement | 
|of civilian business by the rearma- | 


|ment program. 


view of these, the principal 


believe we are entering upon such | aggressive advertising and mer-|tising and merchandising strategy 


a period. If business expects to| 


chandising to make the most of 


during the current year, as com- 


hold the good will of those with|them, and these are not practicable | pared with a period of normal busi- 


whom it usually deals, explana- 
tions will soon be in order. Rising 
prices, delayed deliveries and other 
troublesome factors that now seem 
inevitable must be explained in 
order to avoid misunderstandings. 
It is this job that advertising can 
and must do. 

Some of our own clients whose 
activities coincide with the defense 
effort are well aware of this and 
we are planning accordingly. Other 
clients, not directly affected by de- 
fense work but standing to benefit 
by improved business conditions, 
will employ an appreciably greater 
volume of advertising during 1941. 


unless they are integral parts of a 
similarly aggressive policy for the 
rest of the business. 

With respect to the businesses 
we are associated with, substantial 
increases in advertising programs 
for 1941 are the general rule. But 
an average percentage figure would 
not give a true picture, as in plan- 
ning the expansions with each 
client we have been governed by 
the extent of the opportunity in- 
dicated for that particular business. 

Many Complexities 


While it seems to me axiomatic 
that every wide-awake business 


iness expansion, should be _ con- 
icerned with market analysis and 
timing. Every intelligent program 
for 1941 should be based on more 
careful and detailed analysis of in- 
|dividual markets than ever before, 
and should be flexible enough so it 
can move quickly to make the best 
of every opportunity or change of 
| conditions. 


| 
Cites Actual Cases 


J. T. Chirurg, James Thomas 
|Chirurg Company, Boston — Our 
business expects a 30 per cent in- 
crease for 1941, with 80 per cent 
(Continued on Page 41) 


ELEVENTH OF A SERIES PRESENTING THE MEN WHO MAKE FREE & PETERS SERVICE 


Four years, Union College 

Three years, General Electric 
Company and WGY 

Two years, Mohawk Hudson 
Power Corporation 

Three years, Batten, Barton, 
Durstine and Osborn 

Seven years, Buffalo Broad- 
casting Corporation 

Free & Peters (Chicago Office) 
since Jan., 1940 


When in 
doubt, ask 


Lewis H. Avery! 


Some of his friends who knew him as the hard-hitting sales manager 
of WGR and WKBW may be surprised to learn that Lew Avery has 
always attached more importance to preparation for a call, than to 


the sales call itself. 


He personally spends more time digging out 


facts in our office, than he does pounding the desk in your office. But 


when he does come to your office, he 


Contrary, perhaps, to the average ¢ 


sentation, research finds a big place 


has something to say. 


onception of radio-station repre 
in our daily work here in F & P. 


Each of our six offices contains a comprehensive collection of mar 


keting and radio statistics 


and hardly a week goes by that we don't 


supply at least one agency or advertiser with a detailed and illumi 
nating report or survey of some kind... . . An analysis of farm-equip 


ment potentials in the Southeast; a 


survey of salad-dressing sales in 


Buffalo; a summary of coffee-buying habits in Lowa; an investiga 


tion of candy distribution in Tuls 


a—whatever your needs for in 


formation, F & P can probably help you. 


Lew and all our fourteen top-notch men at F & P are completely 


aware that selling is primarily serving. 


If we can help you dig 


out a means of improving your results from radio, or of increasing 


the usefulness of radio for you 


we 


ll, that’s the way we like best to 


work, in this pioneer group of radio station representatives. 


» 


Since May, 1932 


EXCLUSIVE 
REPRESENTATIVES: 
WGR-WKBW ............. FFALO 
SE -scacenencesunasad CINCINNATI 
DT <vcaussanassacneeneee FARGO 
nn 6640sc0000n"aud KANSAS CITY 
RE id ae chcetialeniall LOUISVILLE 
WTCN MINNEAPOLIS-ST. PAUL 
 sdidoekuneanhadna ain PEORIA 
SET Ws i cbbcaawetandeeeal ST. Louis 
SEE sche nncundsacennens SYRACUSE 
~- 1OWA... 
EPP er or DES MOINES 

i | Beeniettteriete DAVENPORT 
ME  askadususunsans SHENANDOAH 

‘ ... SOUTHEAST... 

. ere CHARLESTON 
Sh. sseenassanaebseseeure COLUMBIA 
DEN uidagencnanadeesacnee RALEIGH 
SE ascisssuxedavcunenes ROANOKE 

... SOUTHWEST... a 
| KGKO ........ FT. WORTH-DALLAS 
KOMA ............0KLAHOMA CITY 
SES: saechannncceeenedeeadnan TULSA i 
«+.PACIFIC COAST... 4 
KECA ................L08 ANGELES 
KOIN-KALE .. .... PORTLAND 
KROW...OAKLAND-SAN FRANCISCO 
DD uitivicnncuesanueaenes SEATTLE 


FREE & PETERS, INC. 


Pioneer Radio Station Representatives 


Chkage: 180 N. Michigan «New Yok: 247 Park Detroit: New Center Bldg. San Francisco: 111 Sutter Les Angeles: 650S. Grand Allasta: $22 Palmer Bldg. 


Franklin 6373 Plaza 5-4181 


Trinity 2-8444 Sutter 4353 


Vandike 0569 Main 5667 


Voorhis, Patman 
fo Resume Fight 
for Pet Bills 


Many Other Measures 
Affecting Marketing to 
Be Introduced 


New York, Jan. 8.—Following a 
|year which witnessed the enact- 
/ment of important legislation 
affecting distribution in general 
and advertising in particular, and 
the hint of additional laws that 
possess far-reaching implications, 
the legislative mill began to grind 
once more in Washington this week 
to be accompanied in the near 
future by additional rumblings in 


| 
| 


43 state capitals throughout the 
country. 
Although the opening of the 


/77th Congress was marked by the 
introduction of several hardy legis- 
lative perennials, up to this writ- 
ing no significant advertising bills 
have been dropped into the hopper. 
Law-makers, however, are opti- 
mistic souls and hopefully they 
attach their signatures to hundreds 
of pet proposals that are destined 
never to see the light of day. There 
is no reason to believe that in this 
respect advertising legislation will 
'be any different during 1941 than 
'in previous years. 

| Only one thing appears certain 
vat the moment. Most imminent in 
| the way of new legislation affect- 
|ing distributive processes are re- 
|strictions that may be imposed on 


| consumer goods industries due to 
|defense requirements. Considera- 
|tion of all other proposals will 


|necessarily play second fiddle to 


|the nation’s chief concern of the 
| moment. 
| Patman Still Hopeful 


| 
Heading the Congressional legis- 
|lative parade is HR1, Wright Pat- 


|man’s chain store tax measure. The | 


dose of arsenic dished out to this 
|bill last June by the House Ways 
and Means Committee apparently 
was lacking in lethal power and 
ithe Texas Congressman is back 
with fists flying. 

Four bills introduced by Repre- 
isentative Culkin of New York 
would prohibit alcoholic beverage 
jadvertising on the air and forbid 
the transportation in _ interstate 
;commerce of advertisements of in- 
toxicating liquors. 

Two proposals considered certain 
‘for the near future are bills aiming 
at the stimulation of standards for 
consumer goods and restrictions on 
advertising expenditures as allow- 
able expenses under the terms of 
the 1940 excess profits tax law. The 
latter idea, fathered a few weeks 
ago in the closing days of the last 
session by Representative Jerry 
Voorhis of California, appears to 
be undergoing an_ overhauling. 
After discussing the proposal with 
|many business men, Mr. Voorhis 
has indicated that the bill will be 
given further study before being 
reintroduced. As offered in De- 
cember, the bill would subject to 
|taxation any advertising expendi- 
'ture in excess of $100,000 a year. 

Legislation designed to further 
ithe promulgation of consumer 
|goods standards came into promi- 
| nence early last year under the 


— 


43 State Legislatures 
Convene This Year 


The year 1941 will be a big yea; 
for state legislation with 43 state 
legislatures convening in regular 
session. Following is a list of the 
state legislatures which will con. 
vene, the dates on which they wi) 
meet, and the constitutional time 
limit. The tabulation was de. 
veloped by the Association of Na. 
tional Advertisers. 


Time Limit 
State Date (Days 
Arizona Jan. 13 60 
Arkansas Jan. 13 60 
California Jan. 6 none 
Colorado Jan. 1 none 
Connecticut Jan. 8 June 
Delaware Jan. 7 60 
Florida Apr. 8 60 
Georgia Jan. 13 60 
Idaho Jan. 6 60 
Illinois Jan. 8 none 
Indiana Jan. 9 61 
Iowa Jan. 13 none 
Kansas Jan. 14 none 
Maine Jan. 1 none 
Maryland Jan. 1 90 
Massachusetts Jan. 1 none 
Michigan Jan. 1 none 
Minnesota Jan. 7 90 
Missouri Jan. 8 70 
Montana Jan, 6 60 
Nebraska Jan. 7 none 
Nevada Jan. 20 60 
New Hampshire Jan. 1 2 yrs. les: 
7 days 
New Jersey Jan. 14 none 
New Mexico Jan. 3 60 
New York Jan. 8 none 
North Carolina Jan. 8 none 
North Dakota Jan. 7 60 
Ohio Jan. 6 none 
Oklahoma Jan, 7 60 
Oregon Jan. 13 40 
Pennsylvania Jan. 7 none 
Rhode Island Jan. 7 60 
South Carolina Jan. 14 40 
South Dakota Jan. 7 60 
Tennessee Jan. 6 75 
Texas Jan. 14 120 
Utah Jan. 13 60 
Vermont Jan. 8 none 
Washington Jan. 13 60 
West Virginia Jan. 8 60 
Wisconsin Jan. 8 none 
Wyoming Jan. 14 40 
sponsorship of Representative 


Boren. The bill sought to authorize 
the National Bureau of Standards 
to establish standards of quality 
for consumer goods where such 
yardsticks do not already exist. 
After extensive hearings the bill 
was allowed to die, the extermina- 
tion process having been hastened 
by the attitude of the administra- 
tion which considered other prob- 
lems of far greater importance at 
the time. 


Pressure Is Growing 


Advertising observers who have 
kept in close touch with the stand- 
ards problem during the past year, 
however, are of the opinion that 
during 1941 a considerably differ- 
ent light will be shed on the sub- 
ject. With an _ official consumer 
voice in Washington (the Elliott 
division of the Defense Commis- 
sion) a fait accompli, pressure in 
the direction of consumer goods 
standards has been growing more 


intense and action is believed im- 
minent. A fuller discussion of the 
standards problem is included in 
|the consumer review story else- 
where in this issue. 

Aside from the unsuccessful 


measures discussed above, whose 
| threat remains a current reality, 
(Continued on Page 40) 
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1940 


THE YEAR OF THE FUTURE 


Historians will start a new chapter when they 
come to 1940 A.D. For the year just ended was not part 
of the past, in the orderly progression of events. It was 


wrenched from all that went before by forces that shook 


the world and shattered soft tradition; it was notan end, but 


a beginning. This was the year of the future: the shadow 


cast by things to come in the well-remembered present. 


‘N 
kK all of us, this has been a 
year of change. The war and the election, the draft and 
the taxes, are but symbolic and significant examples of 
this change. There are other, and more subtle effects, 
quiet breaks with tradition which always come with the 


reappraisal of values that accompanies changing times. 


This year of change has been a good year for Liberty. 
Not so much because of anything Liberty did, but 
because these forces for reappraisal brought this maga- 
zine into sharper focus. Gave advertisers a clearer pic- 
ture of their necessities and opportunities. 
* * * 

These are the forces which account for Liberty’s gains 
in a year of tumult and change. Which gave 1940 the 
power to pass 1939 and set up a new record: the biggest 
year yet for Macfadden-Liberty. A gain of $194,633 on 
top of the $1,221,147 gain in 1939. A pattern of progress 
which continues in January of this year, with a gain of 
$18,785 over January 1940. A pattern visible in the 
new business on the books: accounts whose logotypes 
spell pride for every publisher. New contracts in 


hundred-thousand dollar chunks that confirm beliefs. 


IMPACT AT THE PEAK: PEOPLE 


Liberty believes, with these far-sighted advertisers, in 
the reality of the American process: mass production 
aimed at mass wants. Liberty ploughed back 1939 gains 
into 1940; is reinvesting 1940 to make a still better ‘41. 
Tangible examples of this faith are the long-term con- 
tracts signed last year with Kimberly-Clark for a new 
super-coated paper, and with Cuneo for flash-dry print- 


ing improvements due in March, 
* * * 


Year by year, Liberty’s advertising curve converges to 
meet Liberty's readership curve in the center of the 
market. More and more advertisers are taking a realis- 
tic view of the American marketplace, are coming to see 


the value of Liberty in their approach to their market. 


One by one, they pitch their products closer and closer 
to the peak of people in the marketplace the multi- 
million bulge where people's interests and incomes 
meet. The closer advertisers come to the pattern of the 
market. by income, age, occupation, and sales the 


closer they come to Liberty. 


LIBERTY 


IMPACT AT THE PEAK 


» +» PUBLIC INTEREST... . SALES 
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Media Look for 
Good Increases 


papers 2 per cent. 

As reported in last week’s issue 
of ADVERTISING AGE, retail news- 
paper linage in 82 important mar- 
kets showed a gain of 2.1 per cent 
for 1940 over 1939, and 4.1 per cent 
over 1938. 

Figures for magazines and farm 
papers presented elsewhere in this 


merchandising of consumer 
The possibility that the defense 
program will curb production in 
some consumer goods fields is a 
deterring factor, but thus far there 
are no indications that advertisers 
intend to curb their promotion 
expenditures. 

Typical of this spirit of optimism 


goods. 


$14,500,000 Spent 
in ‘40 by 


on Radio i 


by Advertisers Blackett-Sample 


issue do not check exactly with is a survey conducted a few weeks 

New York, Jan. 9—Spurred on those shown here. It should be ago among manufacturers of elec- " 
by an encouraging gain > volume borne in mind, however, that the trical appliances. About 40 per Ten Leading Network 
during the past year, advertising estimates presented here are in cent of the companies que! ied said Time Buyers Revealed 
plunged into the whirl of 1941 terms of dollar expenditures, while | 1941 budgets would be expanded. x 
hopeful that the uncertainties on those presented in the farm paper Practically all of the others indi- by Chains 
the merchandising horizon will not and magazine tabulations elsewhere cated that last year’s expenditures ; 
prevent a still larger increase in the in this issue are in terms of linage. | will be continued on an even keel. New York, Jan. 9.—For the | 
months ahead. Additional use of color and bleed, This poll came on the heels of a | seventh consecutive year, Blackett- | 

Analysis of preliminary statistics for example, might raise expendi- similar study sponsored by the Sample-Hummert was the net- 
available at this writing indicate tures considerably, without affect- | Association of National Advertisers. | works’ best customer in 1940, ac- 


Well over 
the latter 


half of the members of 
organization looked 


ing linage. Similarly, a relatively 
small linage gain for a publication 


cording to figures released today by 
the National Broadcasting Com- 


that expenditures by 
vertisers in major 


national ad- | 
media during 


1940 represented a gain of approxi-| with high rates might affect the ahead to enlarged 1941 advertising | pany, Columbia Broadcasting Sys- 
mately 7 per cent over the previous expenditure figure greatly, while, and promotion budgets. tem and Mutual Broadcasting Sys- 
year. The total 1940 national ad- | conversely, relatively large losses ————_ tem. 
vertising bill in newspapers, maga- for papers with low rates might Colonial Baking Wins The Blackett agency's 1940 time 
zines, farm papers and network | have very little effect. The Colonial Baking Company purchases for its clients - totaled 
radio is believed to have been Although advertising’s volume Grand Rapids, won its suit in the $12,108,788, compared with the 
$410,000,000 as compared’ with |record for last year does not com- state supreme court to upset a Fre- | 1939 tigure of $10,714,498. Benton & 
$383,390,000 for the preceding year. pare favorably with the spectacular mont ordinance forbidding food | Bowles, the fourth ranking radio 
upward sweep of general business sales by door-to-door vendors. The | purchaser in 1939, advanced to the 


Volume Lags Slightly 


indices, which in many cases court, reversing Circuit Judge Earl runner-up spot last year with a 
Network radio led the parade of equaled or topped 1929 highs, the ©: _Pugsley, Hart, declared: “It AS’ total of $7,678,574. Young & Rubi- 
progress with a gain of 16 per cent expectation is that during 1941 pee ghd Ad pene sve Boe cam air expenditures were up 
in revenue. Magazines moved ahead substantially increased consumer |). cm ton of unlawful and uncon- | Slightly, but it ranked second in 
with an increase of 11 per cent; purchasing power will act as a cfitutional discrimination against 19389 and third in 1940. ; 
farm papers, 12 per cent; and news- | powerful stimulus for aggressive >thers. This it cannot do.” The ten leading agency time buy- 
ers, and the amounts spent in 
1940, were: 
Blackett-Sample- 
rere $12,108,788 
Benton & Bowles. 7,678,574 
Young & Rubicam 6,497,166 


Ruthrauff & Ryan... 
Compton Advertising 
J. Walter Thompson 
Company 
Lord & Thomas 
Newell-Emmett 
Company 
Batten, Barton, 
& Osborn eae eared sk 
Ward Wheelock Company 


6,339,379 
5,282,502 


arenes 3,526,349 
Durstine 
3,401,767 


3,344,475 
$14,500,000 Total for B-S-H 


Blackett-Sample-Hummert _ itself 
revealed today that its total invest- 
ment in radio time (figured in gross 


Twenty ye 
and 19415 sprit 


SES UE 


J 
ccc al 


| billings) was $14,548,833 for the 

Hime including $2,440,046 in spot 

itime placed with local stations. 

| This total was an increase of 16 per 

Lp yowsaly, VISE cent over the agency’s radio bill- 
ings in 1939, it said. 

On the network front B-S-H 

spent $9,564,419 with NBC, $1,- 


959,603 with CBS, 
Mutual, the 


and $584,765 on 
? ; ; agency revealed. 
19.091 Southern and Southwestern automotive men will get a double puaieien 


Mix Succeeds Davis 
at General Electric 


helping when SAJ cuts its 20th Anniversary cake in March. The publi- 


cations SPECIAL ANNIVERSARY ISSUE offers them fascinating 
‘ e D. S. Mix, who has been doing 
reminiscences of the automotive trade's spectacular progress since 1921, publicity work for the General 
Electric Com- 
and in another slice, a composite picture of today’s service and parts pany since his 


graduation from 
Sheffield Scien- 
tific School of 
Yale University 
in 1917, has been 
put in charge of 


market, with helpful articles on merehandising and promotion, descrip- 
tions and technical points on new equipment and parts. 


Spring comes early to the South. These 19.091 SAJ readers . . 


the company’s 
practically every jobber and distributor on record, and a large majority a, = 
; , work formerly 
of the important car dealers, independent garagemen, fleet owners and handled by the 
, , . — late Fred R. 

super service station operators from Maryland to the Rio Grande | Davis. 
Mr. Mix will 


D. S. Mix 


department train- 


all these automotive men will be getting ready to put their stocks and continue to 


handle publicity 
ing programs, 
assignments. 
chief of the 
in addition 


equipment in shape for the usual deluge of spring and summer busi- personnel and special 


ness, just at the time SAJ’s big March issue reaches them. publicity 
to contact 


department 
man in di- 
recting advertising and sales pro- 
| motion activities for a number of 
|apparatus lines. His headquarters 
are in Schenectady. 


‘Michigan Mutual Buys 

| Michigan Mutual Liability Com- 
|pany has purchased the Associated 
General Fire Company with total 
resources of $400,000, a paid in 
capital stock of $200,000 and a 
$200,000 surplus, according to Wal- 
ter E. Otto, president of Michigan 
Mutual. Associated General Fire 
Company is the first participating 
|stock fire company to be licensed 


in Michigan. 


What better time 


and means of “sailing into” the Southern auto- 


motive buying market with your sales message? 


Forms close February 2\st. Make your reservation now. 


Bakelite in St. Louis 


Bakelite Corporation, 
Union Carbide 
poration, New York, 
varnish resin sales 
| Forest Park blvd., 
serve South 
tories. E. L. 


of 
Cor- 
has opened a 
office at 4228 
St. Louis, to 
and Southwest terri- 
Metcalf is in charge. 


unit 
and Carbon 


GRANT BUILDING. ATLANTA. GEORGIA 


COTTON « ELECTRICAL SOUTH «¢ SOUTHERN HARDWARE «¢ SOUTHERN POWER and INDUSTRY 


| Marquette, 
capacity. 


He formerly was copy | 


a 


Matthew J. Casey 
Named New Head 
of R & R, Detroit 


New York, Jan. 8.—Matthew J 
Casey, veteran agency and automo. 
tive executive, was today named 
vice-president of 
Ruthrauff ¢ 
Ryan in charge 
of the Detroit 
office. Ellis gy 
Travers, vice. 
president and 
manager of the 
office since 1934 
returns to the 
agency's head. 
quarters here ip 
charge of pro. 
motional work, 

A native of De. 
troit, Mr. Casey 
joined Theodore MacManus follow. 
ing the world war and was identi- 
fied with automobile advertising 
throughout the ’20s. In 1930 he was 
named assistant general manager 
of the Pierce-Arrow plant in 
Buffalo. Subsequently he spent four 
years with Young & Rubicam and 
in 1937 helped organize Differential 
Wheel Corporation. Most recently 
he was connected with Hearst 
Magazines in a_ promotional ca- 
pacity. 

The R&R Detroit 
the Dodge account. 


M. J. Casey 


office services 


Plans Extensive Drive 
For Lee Hats 


Frank H. Lee Hat Company, New 
York, will launch the most exten- 
sive consumer campaign in its 50- 
year history, beginning in March 


Collier’s and The Saturday Evening 


Post will be used in addition to 30 
college newspapers and _ business 
papers for the Water-Bloc hat, 
Aetna, the Insured hat, Danway 
hats and Lee hats for boys. Ber- 
mingham, Castleman & Pierce, New 
York, is the agency. 


Lever Launches» 


Silver Dust Drive 

Lever Brothers has launched 
newspaper campaign in the East 
and Middle West to advertise Sil- 
ver Dust. This is the first extensive 
newspaper campaign on the prod- 
uct since Lever Brothers assumed 
control over the Hecker Company 
which manufactured Silver Dust 

Copy will feature a free towel 
offer with each package purchased 
Batten, Barton, Durstine and Os- 
born, Ine., New York office, is 
handling the account. 


To Sherman & Marquette 

Mrs. Hester Hunter, formerly 
with J. Waiter Thompson Company, 
Chicago, has joined Sherman & 
Chicago, in a creative 


425 S. WABASH AVE. CHICAGO 


foe a carer hs ger ge wt taint 5% ee oe oe ee © tN aes Te “ae Sa fe ig rap a 
. r 
s ; 

Ss 
aa 
J = 
» o 
—— on So § 
: x or chand, 
<i) By, r | | | Bi! SS Mer Nd75 jy 4,572,236 pe 
e 3 /(\—_—” 3 ive A ngle Ss 79 — CC 
mA J A wrt e 12 
as ~ om . ‘on =e * ae 
-. ¢ Tu mot! | aa i 
— ee 
ae 2 | SSSI OR GAII 7 
L 
| : 
INSI 
ie). 250, 
mis only 
_* INSI 
- ¥ of re 
aa = 4 
“a rs Ry 
. > | Zz 
of | ‘ = cl (0 ete 
ain ; SunnerTS he 
- - 7 in a = Sho. 
estes ss ee = i Hom 
ues _ ba YM. 
 @ se te 
| @ - Outh 
| _ eo ad lanit 
| * - com 
—— 4 " " 7 . Z" y .. Real 
4 ra ee 3 i . 7 ins 
™ aw a 
a oatg® Cee —— 
= ROsRNe ae 
a pY sov , 
@ ae" © STOCK PHOTOS 
F 3 > 
‘ USOUTHERN AUTOMOTIVE JOURNAL eo KAUFMANN FABRY 
om e . . ’ 
— ‘ : ~~ 
: SS ——— OF 2000 SUBJECTS, |” 
. i. 
SP Pa se CN ee tm Re ae rece 


COMPLETE 3-WAY COVERAGE 


INSTITUTIONS Magazine gives you an audience of over 
250,000 reader-buyers of the large consumer classification. 
INSTITUTIONS Magazine furnishes the stability which can 
only come from an organization with more than 51 years of 
successful publishing experience. 

INSTITUTIONS Magazine offers complete 3-Way coverage 
of readers, subjects and institutions. 


1. Among Readers, it reaches over 250,000 owners, operators, 
purchasing agents, housekeepers, dietitians, superintend- 
ents, outfitters and others who control purchases. 


2. Among Subjects, it is confined exclusively to equipping, 
furnishing, decorating, maintaining, remodeling, managing. 


3. Among Institutions, it reaches the following types with over 


60,000 copies monthly: 


Hotels 

Restaurants 

Cafeterias, Industrial & Public 

Hospitals 

Senatoriums 

Schools & Colleges 

Homes for Aged, Fraternal, 
Veterans’, Blind, etc. 
1M.C.A.'s and Y.W.C.A.'s 
Clubs 

Outfitters or jobbers 

4nitor supply houses 
Commercial buildings 

Real estate depts. of 
insurance companies 


Apartment buildings 

Railroads and dining car 
systems 

Steamship Lines 

Power and gas companies 

Government institutions 

Wholeszle departments of 
department stores 

Asylums 

Penal institutions and jails 

Power and gas companies 

Motels (Motor Courts) 

Architects specializing in 
institutions 

Manufacturers’ agents 
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OVER 60,000 COPIES 
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foes 
tional market is the one which tells of the coming 


changes in 1941. 


he prediction of greatest interest to 


all manufacturers who sell the institu- 


A vast amount of evidence in 
support of this prediction is found in manufacturers’ 
own organizations. It has been accumulating since 


America’s defense program first started. 


r 


loons — These changes are occurring at an 


or frututoms = accelerating speed. It is predicted that 
everyone who is interested in gearing his activities 
to the new conditions of 1941 will find it necessary 
to consult specialists who are trained to make ac- 
curate studies and interpretations of national trends 


as they apply to specific manufacturers or products. 


That is why INSTITUTIONS Magazine predicts 1941 


will be a year of greater appreciation for the services 
available through advertising agencies . . . a year of 
increased dependence upon the planning and guid- 


ance available through these advertising agencies. 


| That: is why INSTITUTIONS Magazine 


pele 
tnuitetoms == —not as a prediction but as a restate- 
ment of fundamental policy—rededicates its entire 
facilities to the continuing job of best serving the 


. of making INSTITUTIONS 


Magazine the first consideration in any institutional 


institutional field 
advertising program . . . the only medium which gives 
complete 3-Way Coverage of the institutional market. 
We confidently predict that it will be to your advan- 
tage and profit to start 1941 by consulting your adver- 
tising agency regarding INSTITUTIONS Magazine 
. or write to us for a copy of Our Tell All Album. 


}> D es 


x ~ 1900 Prairie Avenue Chicago, tt U $ a“ , 


\AINTAINING - REMODELING 
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“25 Conts a Copy, 20s Year 


7 OF '4l TREND 
h IS STARTED 
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Yfoasure WASHINGTON 


You'll find 
it’s the 8th city 


in America! 


i 


For “how many people’. but “how many dollars’! 
That sales manager's maxim has been proved again 
by the new Census figures. They show that Wash- 
ington, D.-C.. moved up from 4th place in popula. 
lion in 1930 to Lith in 19t). But — more 


important — they also shy + that Washington is up 


in Sth place in retail sales! 


More than $4100.000.000 passed across retail 
counters in Washington during 1939 — still more 
in 1940. And the defense boom in the Nation's 
Capital will make LOtL a year of much larger sales 


volume. 


Measure Washington by the sales it) produces. 
rather than by the number of people who live 


here. Advertise accordingly —do justice to this market's potential. 


And measure your Washington newspapers by the same sales.dollar yardstick! 
Person for person, Washington Post readers will buy more. because they have 


more to spend, than readers of any other Washington paper. 


To get the most in sales from your advertising dollars, put them in Washington — 


in The Washington Post. 


The Washington Post 


Washington's Home Morning Newspaper 


Osborn. Scolaro. Meeker & Co. 


| vertising of Old Gold from Lennen 


George D. Close. Inc.| refrained from using agency serv- 


= _ —— 


1940 Witness fo Sears 2" Terms 


“The beer that made Milwaukee 
s famous” appointed Geyer, Corne}| & 
Mass Hegira of | Nev ell, New York, to continue the 
| ood work. Royal Desserts, St ind. 
‘ | ard Brands product, went to Sher. 
man K. Ellis & Co. J. Walt 
Blue-Chip Accounts Thompson Company got the ak 
account of William Wrigley, j, 
| Chicago, Jan. 9.—Agencies han- | Company’s Doublemint. Peppere]] 
dling blue-chip accounts may well, Mfg. Company confided its accoyn; 
have breathed a sigh of relief as to H. B. Humphrey Company 
| midnight struck Dec. 31, since 1940 making the announcement  foy, 
proved fatal to relations of many | months before the change wis ¢, 
such. Probably never before in the | take place. Hecker Products Com. 
history of advertising have so many | pany appointed Benton & Bowe 
topflight advertisers separated from | for its shoe polish division. Colleg, 
agencies within the span of a single| Inn Food Products Compan: 
year. Most of these divorces were | tained Weiss & Geller. 
written into the vital statistics as 
the year drew toward its close and More Accounts Shift 
advertisers contemplated the new 
year and its problems. 


re- 


Marlin Firearms Company, be. 
coming an important factor in th, 
Last and by no means least Of| razor blade field through emp)iasi 
these was appointment of Ward) on jow cost appointed Craven | 


Wheelock Company to handle ad- | Hedrick to direct advertising of tha: 
vertising of Palmolive Soap, which division. Manhattan Shirt Compan 
is regarded tenderly not only by| placed its advertising with Lay. 
|media representatives, but by the| ;ence C. Gumbinner Advert sin 
advertising world at large because Agency. After holding a spi ited 
of its fabulous reputation. Ted | competition, the American Institut 
Bates, Inc., formed by an executive | o6¢ Meat Packers announced that Li 
of Benton & Bowles, former Col- Burnett Company was the victor j: 
gate agency, received a handsome its $2,000,000 contest. 

piece of the account, while Sherman 
& Marquette also received a reward 
for services performed in the shape 
of additional Colgate business. 


American Trucking Associations 
planning a somewhat more modes 
effort, picked Biow Company as it 
agency. Houbigant Sales Corpora. 
Ford Makes Change tion moved its account to J. M 
Mathes, Inc. The Fisk Tire Divisio: 
of United States Public Product 
went to Campbell-Ewald Compan) 
Hills Brothers Company, of Drome 
dary date fame, appointed the Bio 
Company. Bromo-Seltzer  shifte 
to Ruthrauff & Ryan. Williamso 


Apparently unreconciled to play- 
ing second fiddle to Chevrolet in re- 
cent years, Ford Motor Company 
also broke a relationship of 14 years 
in November when it designated 
McCann-Erickson, Inc., to handle 
| the factory account, in addition to 
| that of Ford dealers, which it had 
successfully prosecuted. Lincoln- 
Zephyr went to Maxon, Inc., at the 
same time. 

As ADVERTISING AGE reported late 
in November, “another million dol- 
lar account left home this week 
when P. Lorillard transferred ad- 


Moore & Wallace. 

Wesson Oil & Snowdrift Compa: 
moved a part of its account to Ker 
yon & Eckhardt. Ward Wheela 


Distillers’ advertising to its growin: 
list of accounts. Regal Shoe Con 
pany went to N. W. Ayer & Son f 
advertising counsel. Another or 
of those million dollar accoun! 
migrated to Blackett-Sample-Hun 
mert in the form of Old Dut 


& Mitchell to J. Walter Thompson 

Company, effective Jan. 1.” 
Lennen & Mitchell is famous as 

the originator of the most Gargan- 


: Cleanser. 
tuan prize contest ever conducted. 
In behalf of Old Gold, it ran a Roll Call of Changes 
$200,000 competition in January, . 
1937, also setting a new record for Grove Laboratories, Inc., contir 


lavish use of newspaper space by ued the parade of changes: 
announcing the plan in facing pages. | @PPointing Russel M. Seeds Con 
In August of that year, it raised the | Pany for Bromo Quinine. Fels | 
ante to $250,000 in a new contest. | © continued ite ares _— = 
The capital prize in each instance | @28ency which could use its $900.01 
was $100,000—a_ sufficiently large appropriation to the best advantag 
sum to give birth to an unprece- by appointing S. E. Roberts, Adve! 
dented number of tip sheets. tising. Lionel Corporation, whos 
success saga has been so often ré 
peated, placed its account with Reis 

General Baking Company em- Advertising, Inc. 
erged with a new advertising phi- Federal Motor Truck Company 
losophy in November, resulting in Ne@Ww agency was Aarons, Sill 
the appointment of four agencies Caron. Florsheim Shoe appoint 
instead of the single one which had | Wesley Associates, New York, 
handled the business in the past. handle advertising of its women 
Under this new set-up, separate line. Elizabeth Arden, apostle 
agencies were named for the East,| beauty, placed her advertising wi! 
including New York and New Eng- Pettingell & Fenton, while Cont 

| land; for Pennsylvania, Chicago and nental Baking Company went 
the Southwest. Ted Bates, Inc. 

B. F. Goodrich Company also re- — 
paired to the advertising Reno in 
November, with the appointment of 
Batten, Barton, Durstine & Osborn 
to handle its tire account. 

Another cigaret advertiser, Ben- 
son & Hedges, shifted agencies in 
December, appointing Maxon, Inc., 
to handle Virginia Rounds, Debs | 
and Parliament. The last-named is 
a fag from which the nicotine has 


been extracted. It is recommended 3 5 Oo 2 1 2 9 2 
by physicians for patients suffering 9 + 

from heart ailments. The price tag HT | KEY MARKETS! 
is 25 cents. : 


Twenty Grand Moves That's the average <ircu’? 
tion per week on 3578 ce? 
in 43 key city mariets—*’ 
a cost of 10.4c per |00 


Four Bakery Agencies 


The year opened inauspiciously 
for a New York agency when 


Axton-Fisher Tobacco Company ap- For details, write “Wm. ° 
pointed Weiss & Geller to handle Whaley Co., Washingt” 
Twenty Grand advertising. Later | Bidg., Louisville, Ky 


in the year, it transferred the Spud | 
account to the same agency. Easy | 
Washing Machine Corporation, | 
which had placed its advertising | 
direct, decided that Batten, Barton, | 
Durstine & Osborn could do it better, 
while Massachusetts Mutual Life 
Insurance Company, which had long 


ee 


Candy Company went to Aubre; 


Company added a part of Seagran® 


ee 
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How to choose 
an Advertising Agence 
in 194] 
7 v , a 5 — _—— = 
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ane 250 % Aho 
TY ( 9 
fi 
or 200 = , ae - 
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1m-Be 
tc 150 To 
* 
: This chart shows how 
100 % Increased the 1940 appropria- 
= Volume from tions of old clients— 
a P old clients those who have been 
a 50 fo This chart represents Ruthrauff & Ryan's growth in volume with us three years 
the during the toughest years in America's business history. | or longer—were two 
a o% T T T I T and one-half times 
m: greater than when 
hos they originally came 
re to Ruthrauff & Ryan. 
tel 
* 
ny Original 
I UTHRAUFF & RYAN has just finished the Volume from 
nte , , . ¢ , old clients 
t biggest year in volume in its history. More 
¥ than 75% of this business has come from old 
wil clients who have increased their appropriations 
ont . . , . 
nearly 2'/2 times their first year’s expenditures 
with us. See charts above. limitations from a product standpoint .. . for 
Moreover, the sales increases of our clients we have proved its effectiveness in helping to 
which have resulted in this increased advertising increase sales of many kinds and types of mer- 
were made largely during the 10 leanest years chandise, from breakfast foods to automobiles 
of American business . . . pretty good evidence ... from laundry soap to spark plugs . . . from 
that there is advertising which works in good face cream to air travel. 
times or bad... and against all-comers . . . in the Isn’t this the sort of record upon which to 
»2 competition for the consumer’s dollar. judge an advertising agency in 1941—or any 
rs! This is a kind of advertising that knows few other time? May we tell you more? 
ircule 
pers 
ats—t 
x RUTHRAUFF & RYAN 
¥m. © 
yingto” 9 INC, 
NEW YORK Advertising CHICAGO 
ST. LOUIS . DETROIT . HOLLYWOOD . SAN FRANCISCO . SEATTLE . 
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Labor, Farmer 
To be Factors in 
Future Advertising 


Chicago, Jan. 9—While 1940 wit- 
nessed the development of a con- 
siderable volume of cooperative 
advertising, the full flowering of 
this trend will not be evident until 
1941, judging from all of the signs 
and portents. Though in sheer size, 
the campaign of the American Meat 
Institute overshadowed everything 
else on the horizon in 1940, the 
entrance of labor unions into adver- 
tising with their partners, the own- 
ers of the plants, may eventually 


prove the most significant develop- | 


ment of the year. 

The New York garment industry’s 
proposed campaign is the outstand- 
ing example of this trend. 
cago, however, laundry’ unions 
contributed to a fund for advertis- 
ing, and in other cities the unions 
gave consideration to such plans. 
Whither this road will lead can only 
be conjectured. The non-advertising 
labor organizations may be forced to 
participate in promotion plans in 


In Chi- | 


self-defense. If labor does decide 
to invest in advertising on a large 
scale, some baffled looks may be in 
evidence in those government quar- 
ters which profess to believe that 
the struggle for a larger share of 
the consumer’s dollar is contrary to 
the public interest. 


Manufacturers at Helm 


In 1929, the peak year for co- 
operative advertising, a large per- 
centage of such campaigns was 
financed by retailers. One agency 
specialized almost entirely in retail 
cooperative efforts. It is generally 
regarded as fitting that manufactur- 
ers are now initiating most of the 
industry promotions. 

Another promising indication in 
connection with cooperative adver- 
tising is the interest being displayed 
by agriculturists. Generally re- 
garded as difficult to unite on any 
common platform, the dairy pro- 
ducers proved that this task is not 
insuperable when they formed the 
American Dairy Association and 
began advertising on funds provided 
by four of the eight states repre- 
sented. An almost endless list of 
other agricultural interests is con- 
sidering use of advertising, while 
the group of “specialty” farmers, 
such as fruit and nut growers, con- 
tinued to loom large in the adver- 
tising picture. 


Pace Institute Plans 
Marketing Forum 

Pace Institute, 225 Broadway, 
New York, plans a forum discus- 
sion on marketing, advertising and 
selling at its Alumni Hall, Jan. 14, 
at 7:30 p. m. 

Speakers and topics will include: 
Edwin B. Moran, manager of the 
Central division of the National 
Association of Credit Men, “A 
Sales-Minded Credit Department”; 
Paul L. Cornell, president, The 
Rumford School, “Advertising 


Trends in a Changing World,” and | 


Frank W. Lovejoy, sales executive, 
Socony-Vacuum Oil Company, 
“Selling—Trends in Personnel, Ob- 
jectives and Methods.” 
is by reservation and free. 


Crawford Wheeler, National 


Bank, chairman; Lee C. Hornney, | 


New York Post, and Richard Meyer, 
Wall Street Journal, comprise the 
nominating committee to present a 
slate of officers 
the annual meeting and election of 
the New York Financial 


Names Hapgood. Garvey 


The Jones & Laughlin Steel Cor- 
poration, Pittsburgh, has appointed 
C. T. Hapgood as assistant 
manager at the Los Angeles office 
and R. C. Garvey as assistant sales 
head at the San Francisco office. 


gS. 


ae | , = 


Insures perfect 
life of records 
‘ratch and the use of 


No Manual Effort 


reproduction; 
tenfold, elimin 


All contained in one compact unit 16” x 12” x6”. 


TALK PIX 


THE WORLD'S FIRST ALL AUTOMATIC 


SOUND SLIDE FILM PROJECTOR 


No Bells 


NEW PLUS FEATURES AS STANDARD EQUIPMENT 


Permanent Sapphire Point Pickup 


increase High 


Dual Speed Turntable 


Plays regular phonograph records 78 Auxiliary Speaker 
R.P.M. as well as transcriptic ind slide Input for heavy duty 10 inch extra 
film records 33 1/3 R P.M peaker f 1udiences up t JO people 
Electric Remote Control 
Input and extension cord with electric 
button t inge picture n scree t 
Ww i pe bell 7 programs or pe 
t wit! t strip him 


Priced less than old style single unit machines! 


For further information and demonstration address 


TALKING SALES PICTURES, INC. 


317-19 E. Ontario St. 


Crystal Microphone Attachment 
fidelity crystal microphone. for use 

rf 1 iddress system. Can be used 
needle: in automobile wi rol 


Total weight 20 lbs. 


Model 7B 


No Pull Cord 


Chicago, Ill. 


Admission | 


and directors for | 
Advertis- | 
ers, Jan. 21, at the Lawyers Club. | 

7 | Justice 


sales | 


ASCAP fo Air Own 
Show; Listening 
Holds Up Well 


Relative Quiet Rules 
on Music War Front; 


May Stall Off Suit 


New York, Jan. 9.—Relative quiet 
reigned on the radio music front 
this week as leading broadcasters 
continued to get along without tunes 
controlled by American Society of 
Composers, Authors and Publishers 
and the initial hubub coincident 
with the expiration of ASCAP li- 
censes subsided. 

Chief developments of the week 
were: 

1. A series of meetings held in 
Washington between Department of 
officials, and attorneys of 
Broadcast Music, Inc., National As- 
sociation of Broadcasters, Columbia 
Broadcasting System and National 
Broadcasting Company. 

2. Announcement of a survey by 
C. E. Hooper, Inc., which revealed 
that the audience listening to 21 
musical and variety shows broad- 
cast Jan. 2, 3 and 4 was 4.9 per 
cent greater than listenership of 
the same programs one month 
earlier, when ASCAP music was in- 
cluded. 


ASCAP Plans Program 


3. Revelation that ASCAP will 
take its case directly to the listen- 


ing public by sponsoring “ASCAP 
on Parade,” a_ program to. be 
launched over one or more New 


York independent stations beginning 
Jan. 18, with transcribed versions 
available for other stations which 
have renewed with ASCAP. 

4. Discussion by ASCAP of a 
plan to license advertisers directly 
for the use of its music on radio 
programs. No action was taken on 
this proposal by ASCAP directors, 
and it was believed dropped because 
of numerous complications. 

5. Denunciation by Gene Buck, 
ASCAP president, of the “arbitrary 
action of CBS, NBC and MBS as 
thoroughly un-American.” His ref- 
erence was to ceremonies surround- 
ing the inauguration of President 
Roosevelt which are expected to be 
broadcast by the networks with 
ASCAP marches and patriotic songs 
cut off the air. 

6. Publication of an advertise- 
ment by Bloomingdale’s, New York 
department store, listing a wide va- 
riety of ASCAP songs although not 
mentioning the ASCAP-BMI situa- 
tion, and bearing a headline which 
read “If You Can’t Hear These on 
the Radio, Get Them for Your 
Phonograph.” 


May Forestall Suit 


Although no announcement was 
made by either the Department of 
Justice or any representative of the 
broadcasters, the conferences’ in 
Washington were described by an 
industry spokesman as for the pur- 
pose of “feeling each other out.” 
Further conferences will be held, it 
has been learned, and it is possible 
that some agreement may be 
reached which would forestall the 
threatened anti-trust action. 

Talk of the broadcasters signing 
a “consent decree” was belittled in 
official quarters, where it was 
pointed out that no such settlement 
can be made until the government 
actually takes the case to trial. An 
agreement in advance of trial would 
have the same effect, it was pointed 
out, but would not be a “consent 
decree.” 

Justice officials revealed that 
anti-trust proceedings would not be 
instituted immediately, pending ef- 
forts to negotiate an agreement. 
One subject under discussion, it is 
believed, is the inclusion of NBC 
and CBS in the threatened action. 
Attorneys for the networks hope to 
have the charges against them with- 
drawn, since the two chains to- 


gether own less than 20 per cent of 
BMI stock. 
Following a meeting in Washing- 


—_ oo —— 


| ton of the executive committee of 
| the NAB, the board of directors of 
| BMI, and the Independent Radi, 
Network Affiliates, Neville Mille 
NAB president, issued the follow. 
ing statement: 

“Of course, all of us were de. 
lighted with the way that radio 
stations all over the United State 
have been able to continue their 
excellent public entertainment with 
out ASCAP music. In our opinion 
this means that radio has won its 
fight to break ASCAP'’s strangle. 
hold on American music and cres- 
tive talent.” 

The Hooper survey included 30.- 
000 telephone calls in 31 Cities 
throughout the country. Accord- 
ing to Mr. Hooper, the results pro- 
vide a_ scientifically accurate an- 
swer which explodes the ASCAp 
contention that the radio audience 
has dwindled since Jan. 1. Among 
the 21 programs covered were 
those starring Rudy Vallee, Bing 
Crosby, Kate Smith, Fred Wari: 
and Major Bowes. “Your Hit P 
rade,” one of the programs mos 
directly affected by the music ba'- 
tle, was included. 


Stars on Program 


“ASCAP on Parade” will he 
broadcast from 8 to 9 p. m. on Sa'- 
urday night, and will directly pre- 
cede the Lucky Strike “Parade,” 
thus affording a direct contrast be- 
tween ASCAP and non - ASCAP 
music. Irving Berlin will be on the 
first program, which will be writ- 
ten by Oscar Hammerstein. Deems 
Taylor will be commentator. 

Billy Rose described the show as 
“a hit parade, plus a series of great 
stars and a series of ASCAP com- 
mercials, or announcements, with 
the kid gloves removed. We will 
have a little fun and a little com- 
edy.” Asked if the fun would be at 
the expense of the networks, he re- 
plied “wait and see.” 

ASCAP announced that the pro- 
posal that advertisers be licensed 
directly stemmed from _ requests 
from five unnamed agencies. NAB, 
in return, expressed doubt that any 
advertiser sought a direct license, 
and pointed out that agencies had 
supported BMI lest they be forced 
to meet an increased music bill. 


Many Complications 


If a direct licensing system were 
established, numerous complications 
would arise. Advertisers so licensed 
might expect rate reductions from 
the networks, and the networks 
might refuse to permit the broad- 
casting of ASCAP music even by 
licensed advertisers. Presumably, 
these and other factors explain why 
the ASCAP board took no action. 

Mr. Buck's protest about plans for 
broadcasting inauguration ceremo- 
nies was belittled by radio spokes- 
men. Mr. Buck said that ASCAP 
would grant free licenses so that 
the networks might air the com- 
plete ceremonies, but that the offer 
had been refused. A radio spokes- 
man said that ASCAP had not made 
such an offer, and characterized the 
denunciatory telegram to the press 
as “a publicity stunt.” 


Copy That Sticks! 


New York, July 6.—‘‘Copy 
Stickers” are going to town 
in a big way! Pulling ’em in! 
Knocking ‘em dead! They 
pack a wallop and plenty of 
umph at a cost that’s practi- 
eally nil. Little guys and big 
name advertisers use ‘en 
without reserve. 


If you've read to here 
you'll want to know more 


Sign your name... attac! 
to letterhead. You'll learn’ 


SEND 48 PAGES, 528 IDEAS 
to use “Copy that Sticks!” 


Name 


Ever Ready LABEL Corporation 
145 East 25th St. New York, W. ¥. 
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This was an easy job for the Ahrens copywriter. 
Here's an ad that was all written for him. Immedti- 
ately below is a letter received from Truman Nold, 
Manager of the National Apple Institute, an organ- 
ization of 20,000 apple growers from coast to coast. 
Of course we asked Mr. Nold to write the letter! 
Why shouldn't we? He had a good story to tell and 
he thought enough of the part Ahrens Publications 
played in the success of his campaign to write the 
story himself and let us use it. So here's the story. 
Maybe you can apply it to your business . . 


“Our face is as red as the cheeks of any Winesap or 


' McIntosh. Our apple campaign in Restaurant Man- 


agement caused the embarrassment by bringing a 


) bigger response than we were prepared to handle. 


“It was our first venture in the restaurant field. As 
advertisers we are small fry trying to do a big job. 
Like Johnny Appleseed, who first took the apple 
across the land with only the aid of a pack horse and 


| a few bags of precious seeds, we have to cover a lot 


of territory with limited resources. 


Coming Attractions 
N HOTEL MANAGEMENT and RESTAURANT MANAGEMENT 


and the NATIONAL APPLE 
INSTITUTE had to APOLOGIZE 


“The restaurants offered the chance to reach large — 


numbers of consumers at small cost. We had $2,000 
for the purpose. Our story was simple: Apples are 
universally popular, and apple dishes yield a high 
profit to the restaurant operator who pushes them. 


“We built the campaign around four popular apple 
dishes: Apple Pie, Baked Apples, Waldorf Salad, 
Apple Dumplings. A booklet of apple recipes and 
merchandising suggestions was prepared, and menu 
tip-ons for each dish were printed. The National 
Restaurant Association cooperated in declaring 
November to be Apple Month in restaurants. 


“We opened with a double page spread in the 
September issue of Restaurant Management, and 
then followed in October and November with 
smaller space. Reprints of the large ad were mailed, 
with return cards for requesting booklets and tip-ons, 
to 5,000 leading restaurant operators. 


“To date we have received 1,026 coupons, cards 
and letters asking for booklets and tip-ons. Of the 
original supply of 5,000 booklets, 4,400 have been 
mailed out on direct requests. The original 20,000 
tip-ons went out on coupon returns from the first 
ad, and another 20,000 was ordered. We cut all tip- 
on requests in half, but the supply was exhausted 
long before November 1. The requests came from 
46 states, and a high percentage of the nation’s 
leading restaurants was represented. 


“We have one complaint. You were too modest 
when we wanted to know what response to pre- 
pare for. What did we do? We mailed postal cards 
saying, “We Apologize!” Next time we'll be better 
prepared. Meanwhile, our thanks for the fine coop- 
eration extended by R.M.’s staff.” 


An All Dime Favorite 


$2,000 Campaign 


PAK LEFT 

Sisteen page recipe booklet used as 
hackhone of Apple campoian 
CENTER 


First spread ad oot the space cam 
poign Cearclusiveln in’ Restaurant 
Vanangement 


Kiettl 


‘) oof fem ened tito if 


mr om ws for prot 
vile displan 10.000 distributed 


A NEW and COMPLETE 
SERVICE FOR ADVERTISERS 


Just a month ago Ahrens Publica- 
tions announced a new Advertisers’ 
Service Bureau. The reason for the 
establishment of this bureau is to 
make it possible for advertisers to 
get more out of their advertising 
dollar in Ahrens Publications. 


The function of this bureau is to 
help you do a better job in this field 
through extensive research, accurate 
market analysis, experienced market- 
ing counsel and intelligent planning. Walter O. Voogele 


To do this job we have selected Walter O. Voegele, 
formerly Associate Editor of Ahrens Publications, and 
an experienced hotel man in his own right. He is a 
keen analyst of current conditions in the hotel and 
restaurant business. He knows the hotel man’s language 
because he has lived in their world for the better part 
of his life on both sides of the Atlantic. A native of 
Switzerland, his first hotel schooling was in that coun- 
try, famous for its contributions to the hotel business. 


Voegele’s job will be to “dig ditches” for you, as he has 
already done for many large firms selling these markets. 
As an example, let's suppose your copy directed to 
hotel and restaurant operators isn’t doing the job you 
intended it to do. Voegele will try to find out the whys 

. not what he himself thinks about it... but what 
hotel and restaurant operators tell him is wrong with 
your copy. 


If you have a problem of marketing your products in 
these two big fields, let us know about it. Perhaps 
observations by a man who knows not only your 
products but also your markets will be just the spark 
you need 


The ROUND-UP... 
TELLS ALL ABOUT AHRENS PUBLICATIONS 


If you're an agency space buyer, an account executive, an advertising manager 
or a sales promotion manager you'll want this booklet for your files. “The 
the whole story about what all four Ahrens Publications 
(Hotel Management, Restaurant Management, Hotel World Review and 


Round-up” 


Travel America Guide) accomplished in 1940. 


‘Wel Buyer’s Directory ... March .. . Here's the big 
‘ntin Hotel Management for 1941. The Hotel Buyer's 
‘ectory will be the first and only book of its kind in 
* hotel field. With over 10,000 listings of manufac- 
*ts classified by nearly 800 different products, it will 
the largest issue of any hotel publication ever pub- 
ved— anywhere. 


“e's the set-up: published as the March issue of Hotel 
‘agement; goes automatically to HM’s 8,536 paid-up 
‘“ribers (A.B.C.) and an extra dividend of 3,000 for a 
4 distribution of 12,000; divided into six sections to 
“P the reader and the advertiser get his money’s worth; 
“#ned from the first to the last page to produce in- 
"es for advertisers; packed full of hot tips on hotel 

ng; contains complete list of distributors of hotel 
“pment and supplies; forms close February 10th; out 


March 3rd in time for Midwest Hotel Show in Chicago; 
regular rates. 


American Bar Profits ... March. . . Restaurant and 
hotel operators are wide awake to the opportunity of 
promoting American made products in times like these. 
An immediate indication is their eagerness to promote 
American Wines and Spirits. 


Starting with March issues of Hotel Management as well 
as Restaurant Management, these two publications will 
feature the American Bar idea in a special editorial 
section. The section will show operators how to mer- 
chandise and sell American products over the bar. It will 
also (distillers, wineries et. al. willing) feature adver- 
tisements of products that will be sold over the American 


Bar 


Talks about editorial achievements, circulation gains, 
linage records, market trends, case histo:ies, etc. 


FCP CSC CC SRB See sess eee esses 


AHRENS PUBLISHING COMPANY Inc. 

220 E. 42nd St., 

New York, N.Y. 

1. “The Round-up” is just what I need. Send me 
a copy eee : = 

2. That new Advertisers’ service angle sounds like 
a good one, too. Give me some more details on 
how I can cash in on it 


Name 


Company 
Street Address 
City & State 
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Booklet Links 
Consumer to 


U. S. Defense 


Columbia, Mo., Jan. 9.—The pre- 
paredness program of the United, 
States and the relation of the con- 
sumer to it are brought into focus 
by a new, 160-page booklet, “The 
Consumer and Defense,” by Fran- 
ces Hall, of the Institute for Con- 
sumer Education, Stephens College. 

The importance of the consumer 
in the defense picture is empha- 
sized in the foreword where the 
appointment of Harriet Elliott to 
the National Defense Advisory 
Commission is_- referred to. as 
“recognition of the growing con- 
sumer consciousness among citizens 
throughout the country” and is) 
called “another forward step in the 
development of governmental ma- 
chinery by which the consumer in- 
terest can be given more nearly its 
proper weight in the formulation of 
public policy and in the manage- 
ment of the affairs of the nation.” 

The booklet is a collection of ex- 
cerpts from significant writings to- 
gether with charts showing the na- 
tional defense set-up. It is being 
sold at 75 cents by the Institute for 
Consumer Education, Stephens Col- 
lege, Columbia, Mo. 


Ad Women Begin 2nd 
Semester of Course 


Kenneth Collins, New York 
Times, will speak at the opening 
of the second semester of the 12th 
Annual Survey of Advertising 
Course for young women in busi- 
ness, Jan. 6. The course is spon- | 
sored by the Advertising Women of 
New York. 

The group of nine lectures in the 
course will deal with various forms 
of advertising media and channels 
of distribution. Registrations will | 
be received at the headquarters of 
the Advertising Women, 47 W. 34th | 
street. 


Two Mame Consclidated 


B. Nelson, Inc., and Renoir Fab- 


| 


rics, Inc., New York, have appointed 


Consolidated Advertising Agency, 


New York, to direct their accounts. | 


Metropolitan newspapers will be 
used for the former, and magazines 
and direct mail for the latter. Alvin 
Stuart, formerly with Morton 
Freund Advertising Agency, New 
York, has joined Consolidated 
take charge of production. 


Gillmor Adds Magazines 


Dan Gillmor, publisher of Friday 
and Unbelievable, has acquired 
Popular Psychology Guide and Sil- 


ver Streak Comics. A national | 
campaign, using 800 spots on 40) 
stations, has been launched 


Friday through H. C. Morris & Co., 


New York. Newspapers and na- 
tional magazines will supplement 
the radio campaign. 


Frank R. Clarke, formerly com- 
mercial manager of WWRL, New 
York, has been appointed local 
sales manager of WCNW, Brooklyn, 
ie 


For 1941: 


GUARANTEED 
TIME 


For National 


to | 


| 


for 


Spot Advertisers. 


Offers New Copy Service 

A. N. Baker Advertising Agency, 
Chicago, has organized a _ Latin- 
American department under the 
management of J. M. Sander. The 
department will offer a service in 
the preparation and creation of ad- 
vertising in Latin-American media. 


“Journal” Changes Rates 


The Journal, Moundsville, W. Va., 
has changed its national advertis- 
ing rates to a flat basis, charging a 
flat rate of three cents per line. 
A. E. Clayden, New York, is the 
representative. 


Names Close on Coast 


The Atlanta Journal has ap- 
pointed George D. Close, Inc., San 
Francisco, as Pacific Coast repre- 
sentative. 


Agency Bulletin 
Analyzes Detense 
Awards by Areas 


New York, Jan. 9.—Stressing the 
need for re-examination of market 
potentials in the wake of govern- 
ment expenditures of such magni- 
tude that defense has become the 
nation’s No. 1 industry, Franklin 
Bruck Advertising Corporation has 
instituted a new type of agency 
service in the form of a monthly 
bulletin to advertisers on market- 
ing implications of the defense 
program. 

Called “Market Letter,” it was 
originated and is edited by Jules 
Nathan, director of marketing and 


— 


research of the agency. It was 
originally intended for the exclu- 
sive use of Bruck clients, but dis- 
tribution has been extended until 
the mailing list now includes 300 
advertisers. 

The bulletin analyzes defense 
contract awards by geographical 
sections to show in which specific 
markets maximum sales opportuni- 
ties exist. The nation’s leading 
markets are rated in a composite 
index which measures consumer 
buying power for individual mar- 
kets against a national norm. 


Swinehart to McCann 

Jim Swinehart, formerly with 
N. W. Ayer & Son, has joined Mc- 
Cann-Erickson as a writer, work- 
ing on the Ford account. 


WNEW Appoints Price 

Irving Price has been appointeg 
promotion manager of Station 
WNEW, New York. He has been 
acting as advertising and merchan 
dising counsel and was previous! 
with Hearn Department 
Inc., New York. 


Vv 


Stor S 


Farrar Leaves L&T 

Fred Farrar, general art directo, 
for the past seven years of Lord % 
Thomas, New York, has resigned to 
resume his free lance activities as 
a consultant. For the past three 
years he has worked on a part-time 
basis with the agency. 


Ward to Baldwin 

Robert C. Ward has joined the 
Francis G. Baldwin Advertising 
Studio, Cincinnati, to handle layout 
and lettering. 
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ADVERTISING AGE 


Dealer Council 
Puts O. K. on 
Chevrolet Plan 


Detroit, Jan. 7.—The National 
pealer Advertising Council, repre-| 
sented by 118 top- -ranking Chevro- 
jet dealers from all parts of the 


country, gave its unqualified en- 
dorsement to the quality dealer 
program of William E. Holler, 


Chevrolet general sales manager, at 
a meeting here. Since Mr. Holler 
became general sales manager in 
1933 the number of Chevrolet deal- 
ers has been reduced 1,500 to the 
present total of 8,500. It also was 
pointed out that 490 Chevrolet deal- 
ers operate from two to six direct 


—_—_ 


' wholesale department of the divi- 
| sion. 


|/new cars and trucks during the sec- 


dealerships, and that 255 present | December, 1939. 
Chevrolet dealers were formerly Total sales of new cars and trucks 
zone and regional officials of the| in 1940 are estimated at 1,045,000 
representing an increase of 253,114 
or 31.9 per cent above the 791,886 
retail sales of| for 1939. Truck sales for the year 
are estimated at 195,000, an increase 
ond 10 days of December were 34,-)| of 18,910 or 10.6 per cent over 1939 
743, making a total of 66,172 for| when the division’s dealers retailed 
the month to date, a gain ef ap- | 176,090 trucks. Substantial gains 
proximately 5,000 units over the) in used car sales also are reported 
first 20 days of December, 1939.) for December. 
The figure for the final 10 days was 
11.9 per cent above the 31,035 units . 
reported in the same period of 1935 Greene, Tweed to Michel 
and 10.5 per cent above the total for; Greene, Tweed & Co., New York, 
the period immediately preceding.| maker of inter-lubr icated packings 
The sharpest gain was registered by |and_ special tools, has appointed 
commercial cars and trucks, sales of | 4: Eugene Michel and Staff, New 
| York, to direct its advertising, 
which were 35 per cent above those | using business papers, bulletins, 
for the corresponding 10 days in| catalogs and direct mail. 


Chevrolet dealers’ 


s the works! Lord and master of all he surveys! On top of the world 


sbecause daddy pats him there and keeps him there! 


Berever there are children, 


fire to give these youngsters every break in life; to surround them with 
gs rhat are green and things that are clean; to give them a home 


there is home-hunger: a burning, yearning 


will /ve in their hearts and minds! 


y magazine understands better than Better Homes & Gardens the emo- 
Mal inter-relation of home and children. This is why we devote such a 
share of our editorial fare to child training. Better Homes & Gardens 


j close to people with home, garden, children. Its pages are filled with the 


‘pattern of life...things that are steeped in perpetual emotion...things 
make people want to buy so they can do more, be more, /ive better! 


ju, Mr. Head Man of American Business, are looking for a volume 
i)-market... 2,200,000 families who have money to buy and many 


needs to satisfy...invest in 


TTAKES EMOTION TO MOVE 
MERCHANDISE... 
TITER HOMES & GARDENS IS 


Better Homes & Gardens! 
The gateway to America’s 
Biggest Suburban Home 
Market! Meredith Publish- 
ing Company, Des Moines. 
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Philco Leads 


: Radio Field 


for 12th Year 


Chicago, Jan. 7.—Philco Cor- 
poration led the radio industry in 
unit sales in 1940 for the 12th con- 
secutive year, President James T. 
Buckley told 800 distributors, dis- 
trict representatives and company 
officials at the Edgewater Beach 
Hotel yesterday. Dollar sales ap- 
proximated $53,500,000, including 
refrigerator business, described as 
three times as great as the preced- 
ing year. 

Aggressive marketing is patriotic 
procedure in view of the govern- 
ment’s need of revenue, Mr. Buck- 
ley told his organization. This was 
also the view of Harry Boyd Brown, 
former merchandising manager, 
now air conditioning sales manager, 
who spoke before the National 
Wholesale Furniture Salesmen’s 
Association last night. Mr. Buck- 
ley insisted that industry should 
continue to produce and sell as 
large a volume of goods and serv- 
ices as possible without actually 
interfering with manufacture of 
war materials. He believes that 
both radio and refrigeration will be 
able to expand their markets in 
| 1941. 


Marriages Help Demand 


Mr. Brown, 
American 


speaking at 


Furniture Mart,  pre- 


dicted that household furnishings 
will be affected not only by the 
defense program, but by the in- 


crease in marriages for 
is in part responsible 
that “poor man’s prosperity” lies 
ahead, the small business man in 
the $5,000-$25,000 net profit bracket 
profiting by the new freedom from 


which it 
He believes 


Imra Sched ules 
Magazines for 


1941 Campaign 
(Picture on Page 43) 

New York, Jan. 
pealing to 


8.—Besides ap- 
doctors and _ nurses, 
through professional publications, 
on the technical advantages of 
Imra as a depilatory, Artra Cos- 
metics, New York, has prepared a 
formidable campaign to reach the 
consumer market in 1941. 
Fractional and full pages are 
scheduled for the Fawcett Women’s 
Group, Glamour, Harper's Bazaar, 
McCall's, True Story, Vogue, Wo- 
man’s Home Companion and You, 
While copy for the professiona! 
publications speaks of chemical 
content, allergic response and simi.« 
lar scientific attributes of the prod- 
uct, the consumer copy swings 
sharply to the emotional side with 
such terms as the “blissful, lovely 
action of Imra in achieving legs 
which are ‘Hair-freed!’ and gla- 
morous in sheer hose.” Consume: 
copy continues to rely heavily on 
the human form divine for eye 
appeal, while the professional copy 
is more subdued in art treatment 


Michigan Liquor Sales 


Reach $50,000,000 


the | 


\of liquor have 


danger of gut prices or dumping of | 


W. H. Inett Advanced 


products due to over-production. 

Urging vigorous advertising by 
the industry, Mr. Brown said that | 
|“promotions keep sales organiza- 
{tions on their toes and form the 
|martial music of business. This 
year, more than ever before, those 
|who create promotions and take 
|advantage of every fair selling de- 
| Vice in the arsenal will profit.” 


| New Refrigerator Niceties 


The current convention, devoted 
exclusively to refrigerators, brought | 
|forth the claim from Philco that it 
| will bring superfinish, hitherto used | 
| only in the most expensive automo- 
_ biles, to refrigerator buyers for the 
|first time. Plastics have been sub- 
‘stituted for metals in many in- 
stances. The Philco box also boasts 
a new type of moist “cold shelf,” 
i iding cold for a separate moist 
cold compartment; a= giant size 
| frozen food compartment, with sep- 
jo chambers for ice cubes and 
frozen storage; a large separate dry 


|cold storage space, and chrome 
| trim. 
Prices on the 1941 line range 


from $114.75 to $259.95, the com- 
|pany asserting that in the face of 
| rising material costs, it will offer 
|much greater value than a year 


jago. Advertising plans will not be 


divulged until the line has been 
| presented to retailers. 
Kraft in Indianapolis 

Kraft Cheese Company has 


leased the seventh floor of the Cen- 
tury bldg., Indianapolis, and will 
set up sales and production offices 
to take over the Indiana and Michi- 
gan territory formerly handled 
from Chicago. H. E. Johnson will 
be in charge of the Indianapolis 
office with E. F. Miller as 
manager and J. E. Jones, produc- 
tion manager. 


sales 


Ford Resumes Almanac 


Ford Motor Company, Detroit, is 
resuming publication of the “Ford 
Home Almanac,” a monthly house 
publication distributed to Ford 
workers which was discontinued in 
November, 1939. The next issue 
will be out in February. 


Dot Snappers to Grey 

United-Carr Fastener 
tion, Cambridge, Mass., has named 
Grey Advertising Agency, New 
York, to direct promotion of its Dot 
Snapper Division 


Corpora- 


| 


|placed on the 


Gross sales of the Michigan 
liquor control commission in 1940 
were approximately $50,000,000 


compared with $42,322,181 in 1939 
Revenues transferred to the state's 
general fund for the fiscal year 
ending June 30, 1940 totaled $17,- 
736,949, compared with $14,606,474 
for the preceding year. 

Since 1934 the net annual sales 
increased from $14.,- 
843,677 to about $45,000,000 in 
1940 


W. Harry Inett, veteran emphoye 
jand for the past years an executive 
of M. J. Whittail Associates, Inc., 
Worcester, Mass., maker of Whit- 
tall rugs and carpets, has been 
board of directors 
and appointed general manager 
Mr. Inett was named works man- 


|ager in 1933 and remained with the 


| 


company in 1938 when it 
went major reorganization, 
been in charge of buying, 
tion and sales. 


A. L. Sallebury Moves 


A. L. Salisbury has joined Mat- 


under- 
He has 
produc- 


| teson - Fogarty - Jordan Company 


| 
| 


|H. W. 


Chicago agency. Mr. Salisbury was 
formerly with Reincke - Ellis - 
Younggreen & Finn, where he 
handled the Glenmore whisky ac- 
count. Later he joined Blackett- 
Sample-Hummert, Inc., as account 
executive on Pullman advertising 


Bryant Promotes Three 


C. F. Cushing has been promoted 
to sales promotion manager, D. E 
Leslie to advertising manager and 
Heisterkamp to manager of 
the air conditioning sales depart- 
iment of Bryant Heater Company 
/Cleveland. 


A BRANDED QUALITY 
OF HIGH-SPEED ROTARY 
COLOR PRINTING 


printing is the same. News- 
color, our own name for 
the high-speed rotary color 
printing we produce, is a 
quality product in the ro- 
tary printing field. We've 
recently produced News- 
color advertising pieces 
which compare very favor- 
ably with much = slower, 
costlier printing methods. 
Samples at your request. 


SHOPPING NEWS 


Rewscolor “Division CLEVELAND 


@ No: not all newsprint-color | 
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The Function 


of a Business 


Newspaper 


With this issue ADVERTISING AGE 
begins its twelfth year of service 
to the advertising field. Because a 
business newpaper has certain well 
defined functions the successful per- 
formance of which determines its 
value to its readers and advertisers, 
it may be of some interest to dis- 
cuss them at this time. 

First of all, the primary task of 
a business newspaper report 
the news of its field, fully, accur- 
ately and impartially. To this end 
we have organized the largest staff 
of editors and correspondents ever 


is to 


assigned to the work of reporting 
developments in all lines, all over 
the country, affecting advertising 


and related marketing activities. 

It is of great importance to read- 
ers to know that news is reported 
factual and objective way. 
Advertising interests can solve any 
problem that presents itself, pro- 
vided all the facts available. 
Hence we have steadfastly adhered 
to the policy of presenting news in 
uncolored and impartial style, 
serving expression of 
the editorial page. 

We grind nobody's ax, plead for 
no special interest and work for no 
objective except the advancement 
of advertising and its successful ap- 
plication to business requirements. 
When we crusade, it is in the in- 


in a 


are 


re- 


opinion for 


terest of 
and 


advertising as a_ whole, 
for the benefit of any 
interest. To do otherwise 
would taint the channels which we 
have provided for the free dissem- 
ination of all relevant information 
regarding current advertising and 
marketing developments. 


not 
special 


Maintaining an open forum for 
expressions of all points of view, 
and providing opportunity for all 


interests to be fairly represented in 
controversial we offer 
at the same time equal facilities for 
all advertisers. We have no black 
recognize no taboos, and our 
is available to all who have 
legitimate service to present, pro- 
vided only that it is presented 
honestly and fairly. 
Every publication is 

pressures of many kinds. 
to them would divert it 


discussions, 


lists, 
space 


subject to 
Yielding 
from its 


logical objectives and reduce _ its 
ability to render service in_ its 
chosen field. ADVERTISING AGE has 
won recognition and a_ place of 


leadership because its policies of 
fair treatment to all have been ap- 
proved. It is our determination to 
continue to follow this line, to the 
end that advertising constantly may 
be better informed and_ therefore 
better equipped to meet all of the 
|myriad problems now presenting 
| themselves to the business world. 


Celebrating a Centennial 


Prairie Farmer is celebrating its 
one hundredth anniversary. In this 
simple statement is summarized a 
story not only of the long and suc- 
cessful history of a leading farm 
publication, but a suggestion of the 
vigor and power of the farm press 
as a whole. 

When Prairie Farmer was estab- 
lished in 1841, the great Middle 
West had only begun its develop- 
ment as the agricultural center of 
the granary and 
the nation. Hence its 
growth has paralleled the agricul- 
tural and industrial development 
great region, rich in land, in 
men and in methods. Only progres- 
sive journalism could have met the 
requirements of a hundred years of 
steady development, constantly im- 
proving and expanding to provide 
new services with the development 
of power farming, modern home life 
on the farm and the marketing in- 
and which are 
now such an important part of the 
operations of a successful 

We believe the celebration of a 
hundred years of service to agricul- 


America, store- 


house of 


ota 


formation facilities 


farmer 


ture by Prairie Farmer should help 
Visualize the great 
the American farm 
It represents not only a vocation, a 
way of life and a vitally important 
part of the national market, but it 
is also an industry whose success- 
ful operation is essential to the 
health of the national economy. 
Helping the farmer to win a right- 
ful position in and oppor- 
tunity is helping the country to es- 


advertisers to 
importance of 


income 


tablish a healthier and sounder 
economic condition than would be 
possible in a land where the men 


and women who provide the foods 
and raw materials required by the 
population are unable to participate 


fully in the prosperity of the na- 
tion as a whole. 
Prairie Farmer deserves and is 


receiving the congratulations of its 
friends, including its and 
its advertisers. It earned the 
right to these enthusiastic plaudits, 
but we know that instead of merely 
looking back, Burridge Butler and 
his already looking 
forward and planning another cen- 
tury of progress 


readers 
has 


associates are 
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Des Moines Register-Tribune 
"He says it's ‘more in keeping,’ now that we've made this into a game room." 


Jack Benny Shifts 


Executives of General Foods 
Corporation might have surmised, 
had they noticed an Ontra Cafe- 
teria advertisement in a Chicago 
newspaper last week, that. their 
radio star, Jack Benny, had left 
their employ for the somewhat less 
lucrative role of restaurateur. The 
advertisement presented a good 
size likeness of Benny. 

The caption explained the some- 


what nebulous tie-up between the 
radio actor and the cafeteria. “Jack 
Benny never ate at Ontra,” it ex- 


plained, adding, “but think what he 
has missed.” 


Some of the 


accompanying in- 
formation suggested that Ontra 
embarked on this” extraordinary 
advertising adventure only after 
making arrangements with the 
authorities. The caption explained 
that Jack Benny and Fred Allen 
were at the time co-starring in 


“Love Thy Neighbor,” at 
cago Theater. 

“‘Love thy neighbors!’—tell them 
about Ontra’s daily luncheon plate 
hits,” the copy admonished, some- 
what more effectively than in the 
burdened introduction. 

Ad-Lib will offer a handsome 
paper napkin to the advertising 
man who can suggest a better way 
of handling this situation or 
would it have been better to skip 
the whole thing? 


the Chi- 


Promotion to Fore 

One or two recent appointments 
have suggested to the ob- 
server that promotion men seem to 
be winning the confidence of high 
executives more rapidly than 
advertising men. One large Chi- 
brewing company recently 
appointed the promotion manager 
vice-president in charge of adver- 
tising, for example. The promotion 
manager of the leading radio man- 
ufacturer is vice-president, 
and presumably has some jurisdic- 
tion over the advertising depart- 
ment. 

In the industrial field, promotion 


close 


cago 


also a 


is regarded as highly important, 
and more attention has been paid 
to it in most instances than in the 
general. Nevertheless, the promo- 
tion department has usually been 


an adjunct of the advertising divi- 
sion, and comparatively few in- 
stances are on record where the 
industrial promotion manager has 


been able to leap over the head of 
his superior. 

The two cited above may 
not be typical. On the other hand, 
it is possible that they point to a 
trend, or the beginning of a trend, 
in the general advertising field 
Possibly such a trend would be 
logical in view of the great impor- 


cases 


tance attached to adequate mer- 
chandising of advertising cam- 


Ad-libbing 


paigns. Some of the skeptics insist, 
incidentally, that such merchandis- 


|ing is becoming so efficient that the 
| 


skimpy campaign sometimes im- 
presses the trade more deeply than 
the real thing. 


A Memo from Mr. Zweig 

A new type of solicitation 
classified advertising broke 
Chicago last week 
an interlude between J. Zweig and 
a man with a gun. The latter took 
$67 from Mr. Zweig, expressing the 
usual regret. Mr. Zweig, in return, 
told of the tough time he was hav- 
ing of making ends meet. The 
holdup man then said that he hoped 
times would improve and that if 
they did Mr. Zweig might have his 
“loan” back. 

“Just put an ad in 
he advised Mr. Zweig, 
where to send it.” 

A few days later there appeared 


for 
out in 


the paper,” 
“so I'll know 


this insertion in the Chicago Tri- 
bune: “In connection with the inci- 
dent Saturday, Dec. 28, at 7:15 
p. m., in my auto, I am complying 


with vour request. We are in need.” 
Followed Mr. Zweig’s name and 
address. We hope this ad pulls. 


Good Luck! 

While most of the recipients of 
New Year's greetings from The Ry- 
lander Company, Chicago mail 
service house, enjoyed a_ distinct 
lift, those who investigated experi- 
enced that let-down feeling. Roy G. 
Rylander, the amiable and efficient 
president of the Rylander organiza- 
tion, sent fourleaf clovers to all of 
his friends along with a letter ex- 
tending felicitations of the season. 

An interview with Mr. Rylander 
developed the rather startling in- 
formation that technological unem- 
ployment has reached the field in- 


habited by the elves and _ fairies 
who heretofore devoted their spare 
time to turning out these lucky 
fourleaf clovers It seems that, 
adopting the general idea of the 
hybrid-corn breeders, a gentleman 
in the Panama Canal Zone has 
been able to grow four-leaf clovers 
at will. He produces a reasonable 
tonnage, being careful not to sur- 
feit the market and thus disillusion 
those who still believe that four- 
leaf clovers are a_ special mani- 
festation of good fortune in the 
offing 
Fewer Black Cars 

From Detroit comes the news 
that two-tone paint combinations 


have proved so alluring that black 
seems to be on the way out. While 
the somber hue now accounts for 
only 24.4 per cent of Buick’s pro- 
duction it still represents the larg- 
est single color, however Two- 
tone grey was second most popular 
with Buick fanciers 


% Information 


| 


for 
Advertisers 


The following documents may be 


/'secured without charge from com.- 
/panies sponsoring them, or through 
| ADVERTISING AGE, by any national 


| 
| 


| 


as the result of | 


advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1756. Media Data File Folder. 

Building Products offers this out- 
line of the “B-P Plan” for reaching 
50,000 active specifiers and buyers 
in the building industry. It in- 
cludes an analysis of the market, 
and of circulation by vocation:! 
groups and by states, an inquiry 
study and a plan for copy testing 
No. 1757. You Want Proof. 


In this booklet, 34 tourist, resort 
and civic associations in all parts 
of the country tell why they use 
The Highway Traveler. Also pro- 
vided are facts about circulation, 
rates, coverage and cooperation. 


No. 1755. Liquor Route List, 194 

The Florida Select List offers this 
new route list, which contains the 
names and addresses of all con- 
cerns holding licenses for the sale 
of liquor in Florida. 


No. 1706. The Staff of Stars. 

In this new brochure, The Dallas 
News puts its editorial staff in the 
spotlight. Photographs and _ text 
present the men and women who 
handle the paper’s own features, 
the correspondent on the Washing- 
ton front, and the specialists all 
over the state who make news of 
Texas agriculture, industry and 
politics come alive for Dallas read- 


'ers. 


No. 1745. Listening Audience, Cen- 


tral New York State. 

This folder, issued by WSYR, 
Syracuse, has an inside pocket which 
holds loose leaves reporting five 
different listener surveys. They 
cover station popularity in princi- 
pal cities, in ten counties nearest 
Svracuse for both farm and cits 
listeners, and in a_ typical farm 
region. The fifth survey shows 
what local merchants think of 
WSYR as a mover of merchandise 
No. 1721. How You Can Use Laure! 
Improved Photo-Offset. 

In this new brochure, Laure! 
Process Company outlines its fa- 
cilities and services, and illustrates 
the speed, economy and flexibility 
of its photo-offset process. Repro- 
ductions show many uses, from a 
simple, illustrated sales letter to the 
more complicated layout, including 
examples of color work and duo- 
tone 


No. 1725. The Tri-Cities 
paredness Market. 

The Davenport - Moline - Rock 
Island market is mapped and an- 
alyzed in this new folder issued by 
the Rock Island-Moline Argus and 
Dispatch. It brings out the current 
activity of the area, due to the huge 
defense program at the Rock Island 
Arsenal, with consequent increast 
of employes. payrolls and building 


a Pre- 


No. 1722. Why Should I? 

“Advertise in Our Sunday Vistior 
and The Register” finishes the ques- 
tion of the title, and the pages of 
this brochure offer numerous rea- 
sons. The papers’ editorial appeal! 
and reader response are discussed 
and information is provided con- 
cerning the number of readers 
where they are, and their buying 
ability. Rate and circulation 
are included, as well as some d- 
vertisers’ success stories 


No. 1754 1940-4] Farm P 
Duplication Study 

The Katz Agency has issu 
twelfth annual analysis of state 10 
national farm paper circulations 
The study lists, by states, the ©" 
culations of 33 general farm pave 
which are ABC members, 29 ate 
and sectional, and four nations 


farm papers 
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RECORD YEAR 


3 for The New York Times 


= over 6.000.000 lines of Department 


: Store advertising in 1940 


= biggest volume of Department Store 


= biggest volume of Manhattan Department 


Store advertising in New York newspapers 


advertising in The Times history — third 


consecutive year of gain in percent of field 


i = first in New York in General advertising 


as and first in New York. as for 


over 21 years now. in Total advertising 
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Pioneer Valley Moves; 
Aids Apple Festival 


The Pioneer Valley Association, | 
which is advertising nationally the | 
recreational, residential and indus- | 
trial attractions of Franklin, Hamp- 
shire and Hampden counties in. 
Massachusetts, has moved to larger 
quarters in the Nonotuck Bank | 
bldg., Northampton, Mass. 

Through its agency, Snow, Bates 
& Orme, Springfield, Mass., the 
association is cooperating with the 
Connecticut Valley Fruit Growers’ 
Association and its festival com- 
mittee headed by Peter Ham, 
president of the Springfield Adver- 
tising Club, in preparing for the}! 
Pioneer Valley Winter Apple Fes- 
tival, the new title for the Connec- 
ticut Valley celebration. 


Shift to NBC Red 


Station KDKA, Pittsburgh, now | 
with the Blue network of the Na- | 
tional Broadcasting Company, will | 
join the Red network Nov. 1, and | 
Station WBZ, Boston, will follow | 
suit June, 1942. Station KXOK, | 
St. Louis, Mo., has joined NBC as | 
a basic Blue network outlet. 


|concluded was that the 


eral 


‘Advertisers Accept 


Regulation, But 
Criticise Methods 


Chicago, Jan. 9.—A favorite com- 
plaint of players and spectators in 
the National Professional Football 
League during the season recently 
work of 
officials was far below the standard 
established by the contestants. 
Somewhat the same query is now 
being formulated in advertising 
circles: 

“Is the umpiring bad in the Na- 
tional Copy League?” 

If it is indeed true that agencies 
and advertisers have reconciled 
themselves to the principle of copy 
regulation as practiced by the Fed- 
Trade Commission, and now 
question only the methods em- 
ployed, something like a miracle 


has been wrought. One observer 
explained this evolution of phi- 
losophy as follows: 

“When an advertiser and/or his 
agency was called on the carpet by 
the FTC, he felt that the heavens 


‘had fallem. While eventually he 


consented to modify statements 
which aroused the incredulity of 
the FTC, he usually went home 
fuming at everything concerned 
with the Commission and its work. 

“Time passed and our protagonist 
was informed that the FTC had 
cited one of his competitors for 
making statements which in _ its 
judgment were misleading to the 
public. Thé light began to dawn 
on the advertiser. If the FTC were 
going to be as severe on his compe- 
tition as on himself, there might be 
hope after all. As long as the same 
rules apply to everyone, it is still 
a horse race.” 


Rules Called Hazy 
The passage of time has _ indi- 
cated that the Federal Trade Com- 
mission is having plenty of trouble 


Admittedly, the task is a difficult 
one. How well the FTC is handling 
it is a matter of opinion. The fact 
that it issued 241 complaints in 
1939 and only 220 in 1940 may 
mean anything, depending on the 
viewpoint. Some may feel that 
these figures indicate progress, 
others that the FTC has failed to 
clarify its position accurately 
enough to point the way for adver- 
tisers. A spokesman for the FTC 
retorted that many advertisers cling 
to forbidden statements after they 
are forbidden, merely changing the 
habiliments. 

On the other hand, a copy chief 
who has commuted to the capital 
frequently during the past year 
criticised the Commission because 
it has at times banned a certain 
phrase, but has permitted the ad- 
vertiser to use another statement 
which means the same thing to the 
average reader or listener. Accord- 
ing to his reasoning, the FTC is too 
superficial in its approach to the 


Where the market is tagged as the country’s 


top 


sales spot... all industrial wheels are humming 
and business is good. 


Where a new all-time high in Poster Advertising 
efficiency has been attained. 


Where the cost per thousand Net Advertising 
Circulation is the lowest of any metropolitan mar- 


ket in the nation. 


Go Outdoors and go places m Detroit 


OUTDOOR ADVERTISING THROUGHOUT MICHIGAN'S 


LARGEST TRADING AREAS 


in translating this theoretical equal- | problem, and has failed to q 
ity into a code that is equitable. | the fundamentals. 
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CALLS FAIR TRADE 
PART OF SOCIAL GAINS 

Chicago, Jan. 9.— The Principle 
of fair trade harmonizes with the 
enlightened policy of government 
John W. Dargavel, executive secre. 
tary, National Association of Retail 
Druggists, told ADVERTISING Agr 
today in an exclusive interview 
Price maintenance is as essentia] jp 
the retail field in farm products, 
coal, or in the numerous other areas 
in which the administration 
intervened. 

“The abrogation of any price 
regulatory measures would resy]t 
in chaos,” said Mr. Dargavel. “Some 
people talk bravely about dropping 
the farm program, repealing the 
wage laws, and allowing railroad 
rates to be determined by uncon- 
trolled competition, but nobody js 
taking any steps to accomplish this 
repeal. The reason is that it is 
generally realized what the social, 
as well as economic consequences 
would be. 


Contributes to Stability 


nas 


| 


“Legislators in state capitals and 
|in Washington will go slow in re- 
pealing laws placing checks on 
predatory price-cutting, because 
| they are unwilling to take responsi- 
| bility for the ensuing results. Just 
inow, the nation needs economic 
stability above all else.” 

Mr. Dargavel asserted that even 
consumers are beginning to realize 
their stake in fair trade. They have 
gradually grasped the idea _ that 
price-cutters are not altruists try- 
ing to avoid making profits, but 
rather cynics who have placed a 
low estimate on the consumer's in- 
telligence. 

“The consumer,” Mr. Dargavel 
|concluded, “has been getting an 
education in the purposes and ef- 
|fects of loss-leader selling. What 
he has learned has tended to make 
him receptive to the idea of reason- 
able price regulation. We = shall 
|consider evéry effort to repeal a 
|fair trade law as an opportunity to 
‘extend and complete the consum- 
|er’s education along this line. We 
do not believe the results will be 
helpful to those who for selfish 
|reasons are disposed to reverse 4 
| wise and beneficial national policy.” 


| Chicago Phone 
Directory Ready 


The Chicago office of the St. Louis 
Post-Dispatch has issued its 1941 
telephone directory of agencies and 
representatives. Distribution Is 
free to those interested. 

Copies of the directory may be 
had at the Chicago office of the 
Post-Dispatch in the Tribune 
Tower. 


Braun Gets New Duties 


Joseph P. Braun, assistant to 
Joseph Vessey, director of the 
media department of Kenyon & 
Eckhardt, New York, is now spe- 
cializing in the selection and buying 
of newspaper space. He has been 
with the agency since 1933. 


rrr 
$452,000.00 


FOR IMPROVEMENTS 
ON AIRPORT 


Home of the world’- 
largest airport (Barksdale 
Field) representing an in- 
vestment of $10,300,000.00 
Shreveport is spending 
$452.000.00 for improve: 
ments alone on its munic- 
ipal airport. Three million ] 
AIR-MINDED people de- 

pend on KWKH for new- 


and entertainment. 


50,000 Watts 
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Shreveport Louisian® 
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COMBINED CIRCULATION — 
WOW OVER 100, 000, ae 


ISTORY records that Norfolk's growth has been 

gradual and that business in the Norfolk Area is built 
upon a strong foundation. During the post world war period 
this was one of the few spots that knew no let-up. Regular 
Government payrolls and varied industries kept business 
on an even keel. 

Now a GREATER NORFOLK takes its place among the 
country’s busiest sections with the greatest of ease despite 
all the hustle and bustle occasioned by the gigantic 
BILLION DOLLAR SPENDING PROGRAM in conjunction 
with the National Defense work which is going into high 
gear in Tidewater Virginia. Norfolk is building for the future 
hand in hand with the Government's plan to make this port 
the permanent home of the Atlantic Fleet. Money already 
appropriated to provide ships, airports and adequate 
facilities for Uncle Sam’s Navy and Army assures construc- 
tion projects here that will require many, many years to 
complete. 

As long as the Atlantic Ocean, Chesapeake Bay and the 
James, Nansemond and Elizabeth rivers join to form the 
immense harbor of Hampton Roads, things will continue 
humming in this vicinity. And so, as in the past, there will 
always be GOOD BUSINESS in Norfolk 


REPRESENTED BY 


THE JOHN BUDD (0. 
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January 13, 194; 


This department is a reader’s forum. 


TEN-YEAR CLUB OF CLEVELAND AGENCY 


Business Paper 
Scents Its Issue 

To the Editor: While there have 
been numerous attempts on the 
part of advertisers to scent their 
advertisements, we believe’ The | 
Spice Mill has made the first at- 
tempt to give its publication an 
odor appropriate to its lead article. 

This novel experiment is de-| 
monstrated in its January, 1941, 
issue in which the publication fea- | 
tures an article on Ceylon cinna- | 
mon and cinnamon oil by Dr. E. | 
Guenther, chief research chemist of 
our firm. The printing ink used | 
throughout this entire issue was 
mixed with Oil of Cinnamon Cey- | 
lon, supplied by us to produce the | 
desired effect. The result was very | 
satisfactory and has already created | 
considerable interest with the pub- | 
lication’s readers. 

R. W. WILMER, 


“veterans” 


Griswold-Eshleman 


Voice of the Advertiser 


Letters are welcome. 


pose for a picture at the agency's annual New 
Year party. 


Advertising Department, Fritz- | J. Farran, account executive; 


sche Brothers, Inc., New York. |F. Davis, secretary - treasurer; | 
y,vwy (seated) Beulah Bluim, executive 
Just to Prove That secretary, a Vivian Coffey, sec- | 
. tion secretary. 
Such Things Do Happen These at Year's parties have 
To the Editor: These things do| become an_ institution throughout | 
happen. The Monsanto page ran/the 29 years the organization has | 
last July in Fortune, Time, News-| been in existence. 
week, The Barrett page ran in this | W. A. WEAVER, 
Manager, Media Department, 
ONE-WAY STRETCH The Griswold-Eshleman Com- 
pany, Cleveland. 
v v v 
Wha forall Wisdom 
eer | To the Editor: The wise adver- 
geod itiser, in 1941, will treat consumers 
as human beings, and not just as 


|exploitable customers. 

A. BALLARD WALTON, 
Educational 
Lakewood, O 


Broadcasting, 


vey 
Learns a Lot 
: , To the Editor: In the Dec. 30) 
4 issue of ADVERTISING AGE we read 


concerning advertising 
and legal sub- 
Hibschman. We 


an article 
and publishing law 
jects, by Harry 
enjoyed reading this article and | 
believe that we learned a_ great 
deal from this one article alone. 

We are, therefore, wondering 
you have any reprints of previous 
articles by Mr. Hibschman. If 
could we receive copy of whatever 


so, 


discussions are available. 
Thanking you in advance, we 
are, E. A. NAVIN, 
Shefford Cheese Company, Inc., 
Green Bay, Wis. 
|Editor’s Note: No complete set 
of reprints of Mr. Hibschman’s dis- 
q cussions, which appear in ADVER- 
om TISING AGE every other week, are 
a available as yet. However, a few 
; copies of the issues containing most 
re. How tar con you streteh « Rubber Band? 


of his discussions may still be had. ] 


j | A Caught Mistake 
Causes Much Glee 


| To the Editor: Please note the 


ae enclosed marked tear page from the 


~ 


FIND SOMETHING! 


Things like this do happen, 
man discovers. 


an agency- 


week’s (Jan. 4) issue of The Satur- | 
day Evening Post. But, before any- 
: one starts pointing fingers and 
ee shouting, “Yah, yah, yah"—let me 
% add, it’s happened to me, too! 
Coincidences will coincident. 
S. M. BALLAnrD, 
Copy Director, Gardner Adver- 
tising Company, St. Louis 
v v v 


“Veterans” Pose 


To the Editor: 
glossy print taken at the 
Year's party held few days ago 
at the Hotel Cleveland for the 40 
members of The Griswold-Eshle- 
man organization 

The eight individuals shown in 
the picture have all had in excess 
of ten years’ experience. They are 
from left to right: (standing) 
Samuel A. Lewis, art director: 
Richard E. Bandelow, artist; Lloyd 
Walker, production manager; 
Charles L. Eshleman, president and 
' ‘ co-founder of our company; Charles 


Enclosed is a 


New 


HAS NOT BEEN | MATCHED 


SMC SUPER BUY FROIMES ARE 57 RS OF Al 


GH wcxs 


At last, a correspondent has found a 

typographical error in an advertisement 

in the Post. The line he's marked at the 

bottom says, “Our own YMAC Time pay- 
ment Plan .. .” 


it | 


John | Jan. 4 Saturday Evening Post. 
“GMC POWER HAS NOT BEEN | 
|MATCHED. ” (Nor, for that matter, | 


has its ingenious financing!) 
FREDERICK Bowes, JR., 


Manager, Advertising and Pub- 
licity, Pitney-Bowes Postage 
Meter Company, Stamford, 
Conn. 


v v v 
Two Fingers and a Nurse 


Cause Much Commotion 


To the Editor: One good idea de- 
serves another in love, war and 
advertising. So when The Satur- 
day Evening Post sees eye to eye 
with our idea, who are we to com- 
plain of hitting the front page” 
Last spring we designed for the 
El Moro Cigar Company of Greens- 


EVERYBODY’ S HAPPY 


ZIEGFELDS ON ICE 


A couple of nurses with a couple of 
fingers raised help an agency get a little 
more fun out of life. 


boro, N. C., an easel card showing 
a pretty nurse fresh from the spe- 


> 


cial delivery room, holding up the 
_ two well-known fingers. With deg. 
|erence to Petty and the memory of 
A. G. Bell, we left out the tele. 
| phone. The plates and color proofs, 
made by a Charlotte “engra, ing 
concern, were delivered to us early 
in May. And Mae, as we fondly ¢ajj 
|our nurse friend, has been holdj ing 
those two digits skyward all these 
eight months. 

Not that The Saturday Ev ening 
Post cover of Dec. 14 has any con- 
| nection, coincidental or otherwise 
| with our cigar advertisement, 
the striking similarity 
us no little mild 
amusement. It just seems a shame 
not to have “El-Rees-Sos on Sale” 
instead of “Ziegfelds on Ice” at 
bottom of the Post cover. It's 
right by us, of course, except 
the fact that visitors in our 
are getting their twin and 
signals mixed. 

CONRAD FREDERICK SMITH, 
Advertising Associates, Inc 
Charlotte, N. C. 
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What Makes a Gadget 
the “Newest Gadget?” 


To the Editor: How new does a 
gadget have to be to be the “new- 
est gadget”? 

The headline in your Dec. 23 
issue, “Non-Electric Dry Shaver Is 
Newest Gadget,” set me to thumb- 
ing through the stack of old mag:- 
zines that I laughingly call my file, 
and in an issue of a March, 1940, 
magazine I found an ad of a very 
similar device. Called the “Yan- 
kee,” it was nevertheless described 
as vest pocket dry shaver that 
“really shaves without soap, water, 
|electricity or cream.” I am won- 
dering how much older than that 
ad the gadget really is. 

IRVIN BorpeErs, 

Advertising Manager, Citizens 

National Trust & Savings Bank, 

Los Angeles, Cal. 
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ICH WITH the medium-mellow flavor most 

‘ folks like best... flavor that’s the same 
every time! That's Kraft American, thanks 
to the Kraft Method of Master Blending. 
This Kraft process of blending and pas- 
teurizing also gives you perfect cookabil- 
ity. Kraft American always melts smooth for 
golden cheese rabbits and sauces that pour 
like rich cream! And it foasts beautifully, too! 
Highly nutritious, Kraft American deserves 
a stellar role in your menus—cold for lunch- 
eons, in quick-made hot dishes for dinners. 
Look for the Kraft name when you buy, 
to be sure of dependable flavor and cook- 
ability. When you see that name you'll also 
he seeing the cheese . . . for the glistening 
new wrapper is transparent. It's neat, easy 
to open; you'll /rke it! 


ked Peas we 


TUNE IN the Kraft Music Hall: hear Bing 
Crosby, Bob Burns, and famous guest stars in 


K.M.H. every Thursday night, NBC stations 
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|Editor’s Note: This is the fourth 
and last of a new series of studies 
of adverising and publishing law 
with particular reference to adver- 
tising agencies, their relations to 
clients, media and the general pub- 
lic. The author is a practicing at- 
torney and counselor-at-law, author 
and lecturer who has made pub- 
lishing and advertising law his 
specialty. Other articles discussing 
various aspects of law as they effect 
advertising will appear in_ these 
pages from time to time. 

Readers of ADVERTISING AGE are 
invited to submit questions to be 
answered or subjects to be discussed 
by Mr. Hibschman. However, they 
must be general in their nature and 
must not relate to pending cases or 
contemplated litigation, as personal 
legal advice cannot be given here.]| 


The duties of the advertiser to 
the advertising agency, it is hardly 
necessary to explain, are those 
which a principal in general owes 
to his agent. In many respects 
these duties are reciprocal to those 
which the agency owes to the ad- 
vertiser and which have been dis- 
cussed in a prior article. 

The main duty of the principal 
obviously is to carry out the pro- 
visions of the contract which estab- 
lishes and governs his relationship 
with the agent. Aside from that 
there are certain duties that the 
law imposes and which the courts 
will enforce. 

The first of these latter duties is 


The Advertising Agency-IV 


Duties and Liabilities of Client to Agency 
HARRY HIBSCHMAN 


the duty of acting in good faith and 


of not doing anything to interfere 
with the performance of the agency 
contract by the agent. 


Good Conduct Required 


The second such duty is the duty 
of good conduct. 
owes it to the agent so to conduct 
himself as not to harm the agent's 
reputation nor to make it impos- 
sible for the agent to continue in 


The principal | 


the performance of his contract and | 


retain his self-respect. An adver- 
tising agency would not be required 
to carry out a contract with an ad- 
vertiser who insisted on the use of 
methods senerally condemned 
the public, vy the law and 


by | 
by | 


others engaged in the same line of | 


business. 

One of the most important duties 
of the principal, of course, is the 
duty to compensate the agent for 
his services. In the case of the ad- 


vertising agency, as we know, the | 


agency’s compensation comes from 
the difference between the card 
rate and the agency rate, the for- 
mer being paid to the agency and 
the difference being retained by it 
as its compensation for the services 
rendered to the advertiser. The 
advertiser owes the agency the ad- 
ditional duty, in this connection, of 
advancing to it the funds necessary 
to meet the obligations incurred by 
the agency in the advertiser's be- 


fdvertisement) 


Red Enters 1941 in 
Better Shape Than Ever 


“The NBC Red Network goes into 
1941 with the greatest lineup of 
stations and coverage facilities in 
its history,” declares Roy C. Wit- 
mer, Vice-President in Charge of 
Red Network Sales, in a report on 


the numerous engineering im- 
provements made during 1940. 
“Sixteen new stations in impor- 


tant markets joined the Red in the 
last twelve months, while 30 Red 
stations made improvements in their 
power or frequency setups, four 
erected new antennas, three in- 
stalled new transmitters and equip- 
ment, three moved to new and bet- 
ter locations and two went to full- 
time on the air. 
“What all these 
mean to advertisers in 


improvements 
1941 is that 
even more people will be listening 
to their programs on NBC Red 
which has always been the network 
that most people listen to most.” 


half. The time when this is to be 
done is usually specified in the 
agency contract. 

The final duty of the principal is 
to reimburse the agent for any 
money paid out in his behalf and to 
indemnify the agent for any losses 
or damages suffered while acting as 
agent and in the performance of his 
duties as such. 


Question of Responsibility 


The duty of the principal to re- 
imburse the agent for money ad- 
vanced on his account does not re- 
quire extensive discussion. But 
reference to the duty of the prin- 
cipal to indemnify the agent for 
damages and losses brings up a 
question asked in the preceding 
article but left unanswered. That 


question was whether, if some one 
obtained a judgment against an ad- 
vertising agency based on matter in 
an advertisement because of libel, 
invasion of privacy, or infringe- 
ment of copyright or trademark, 
and the agency paid the judgment, 
it could force the advertiser to in- 
demnify it. 

It will be recalled that the ques- 
tion was first asked there whether 
under reverse circumstances the 
advertiser could look to the agency 
for indemnification, and the con- 
clusion reached was that the agency 
was not liable except in a rare case 
of negligence. 

In a broader sense the question 
now to be considered is this: Is a 
principal bound to indemnify his 
agent for losses suffered by the 
latter because of a tort committed 
by him in the performance of the 
agency contract? 

The answer is that, if 
knowingly commits an illegal act, 
he cannot ordinarily compel the 
principal to indemnify him. This 
is true even where the principal 


an agent 


orders the doing of the act in ques- 
tion. On the other hand, if the 
agent believes the act to be legal 
and acts in good faith, he may re- 
cover from the principal if the act 
proves to be illegal and he has to 
answer for it. Thus, if he commits 
a trespass on land belonging to 
a third person believing it to be- 
long to his principal, he is entitled 
to indemnification. But the rule 
has frequently been laid down that 
the agent cannot compel the prin- 
cipal to indemnify him for money 
paid out on account of a known 
and meditated wrongful act, 
whether the agent acted on his own 
initiative or at the command of 
the principal. 


Circumstances Govern 


It has also been held that the 
agent cannot compel indemnifica- 
tion where the loss he_ suffered 


resulted solely from his own negli- 
gence or fault. 

Now, applying these rules to the 
poss ble case of a judgment based 
on ane advertisement containing 


—— 


matter actionable on any of the 
grounds previously mentioned ind 
discharged by the agency, it seems 
evident that the liability of the a 


vertiser to the agency depends up- 
on whether or not the agency knew 
or had reason to believe, or wae 


negligent in not learning, that +} 
objectionable matter constituted 
libel, an invasion of privacy, a; 

fringement 


1e 


In- 


of copyright, or other 


wrong. 
The following conclusions ;,, 
therefore, be drawn: ~ 
(1) If the advertising agency 


knew, or with the exercise of 
sonable care should have knowp 


that the published materia] as 
actionable for any of the reasons 
given, it cannot recover from its 


client for any damages that it ima, 


have had to pay. On the other 
hand, as we saw in the preceding 
article, if the advertiser is the one 
who is sued and who has to psy g 
judgment for damages, he can p:ob- 
ably enforce indemnification, under 


such circumstances, on the ground 


of the agency’s negligence, pro- 
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vided that he himself had not ap- 
roved the objectionable material. 
r 


Approval Not Important 


(2) If the matter in the adver- 
ysement was not manifestly objec- 
onable on the grounds mentioned 
nd was released or used by the 
jgency for the benefit of the adver- 
jser in good faith and without 
cnowledge of its illegality, it is en- 
itled to indemnity from the ad- 
vertiser for any claims that it may 
nave had to meet or for any judg- 
ment that it may have had to sat- 
sfy, together with its expenditures 
for court costs and attorneys’ fees. 

(3) The fact that the advertiser 
saw and approved the objectionable 
matter, or that he ordered its pub- 
lication or use, does not help the 
agency if it knew or should have 
known the illegal or actionable na- 
ture of that matter. 


| circumstances 


|}established, we 


|doers. The fact is that there are 


numerous exceptions to this rule. 
And this is one of those exceptions 
—that an agent may under some 
enforce, not mere 
contribution, but complete indem- 
nity, from his principal, and that 
the principal may under other more 
limited circumstances exact in- 
demnity from the agent. 

This may all sum up as confusion 
to the lay reader. I can only wish 
that it might be more certain and 
more simple. But, while the gen- 
eral rules and principles are well 
are dealing with 
specific questions that have had 
little judicial notice, and the best 
we can do is to reason by analogy. 
Meanwhile, until the courts have 
had occasion to formulate the law 
relating to advertising and adver- 
tising agencies and their clients 
more definitely, it will be an act 


that the rules of law are so worked | 
out as to be in harmony with 
present-day practices and needs in 
the advertising field. For law 
not a fixed quantity. It can 

brought into step with the times. 


is | 
be | 


“New Yorker” Raises 


Guarantee and Rate 

The New Yorker has issued a 
new rate card, effective immedi- 
ately, based on a guarantee of 145,- 
000 instead of 130,000, as heretofore. 
Recent circulation has averaged 
160,000 copies per issue, it is stated. 


The base rate has been increased 
from $2.65 to $2.85 per line, the 
one-time page rate being $1,150, 


instead of $1,050, as formerly. The 
new card continues the system of 
discounts for frequency. 


John Tangway Promoted 


Consolidate Two Papers 


| into “Western Building” 


The Pacific Retail Lumberman, 
published by The Timberman, 
Portland, Ore., and Western Retail 
Lumberman, published by the 
| Western Retail Lumbermen’s Asso- 
|ciation, have been consolidated to 
\form Western Building. The pub- 
lisher is The Timberman, 623 S. W. 
Oak street, Portland, Ore., with 
George F. Cornwall, managing edi- 
tor of The Timberman, as editor. 
|W. C. Bell, former managing editor 
of Western Retail Lumberman, will 
be associate editor. E. P. Horner 
is business manager. 


Hale Leaves Caterpillar 
Henry M. Hale, Eastern sales 
manager for the Caterpillar Tractor 
Company, Peoria, has resigned to 
join John R. Taylor in forming the 
Taylor-Hale Machinery Company, 


Memphis, handling Caterpillar sales 
This may seem inconsistent with of public service for those particu- |. — ate os . —_ been and service in a large Southern 
the rule referred to in previous larly interested in the subject to #PPo!nted New England sales divi-|area. Mr. Hale is succeeded by 
ticles that enerally speaking.|see to it. whenever and wherever | 0, ™anaée! of Encyclopaedia George Rinck, formerly assistant 
, arUicies » 8 . 8. \§ My . ; Brittanica. He has been with the| Eastern sales manager, and Mr. 
. there cannot be contr ibution be cases arise, that the modern point company’s sales division for many | Rinck is succeeded by Kenneth 
r tween joint tort-feasors or wrong- of view is properly presented and years. Cox. 
i —_ 


nOw %. today. 
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Even is where the Dollars Grow. 


Bath Heaven is wherea myriad “Stars’ 

m brightly, through day and night, that Sales 
drop down to the Business Man’s lap like 
stardust flung by a million comets. 


Heaven is where you can put your money 
...and get returns ... not alone from your 
own star .. . but from all the blazing sky- 
ful of meteors selected by hundreds of 
other advertisers, just as determined to 


thine as you. 


Heaven...in short... is the NBC RED 


NETWORK. 


For the RED “Stars” have been filling the 
iir-waves, day and night, since the first 
wening of radio. Even by day, their light 
won't grow dim. With all 7 peak-popular 
iaytime programs...the programs women 
sten to most . . . the Red keeps drawing 
ts listeners back. They are afraid of miss- 


ng something they love. 


by night, the air fairly crackles with “star- 
ight” . . . with NBC RED’s brilliant en- 


Heaven, to Advertising Men, is not some | 
Mébulous, misty space,, ... Scattered with 
angél-wiggs and harps. Heaven is here . . . 


* shine so 


ee ae 
fy Bars 
ea - 


tor 
oe sail 


casters, great actors 


tertainers . . . musicians, comedians, news- 
... names” with such 


glitter that NBC RED has 4 of the first 5 


CAB rated evening programs . . . 6 out of 


the first. 10. . . 9 out of the first 15. Look 


at it another way. Of the first 15 leading 


other networks. 


nighttime programs, 
1,2, 4, 5,8, 10, 11, 12, 15. 


NBC RED has Nos. 


So naturally, from Sunday through Satur- 
day ... the nation keeps listening .. . keeps 
looking to RED as you’d search the 
Heavens to find the “Big Dipper.” They 
know NBC RED has the comets . . . the 
starlight . . . that far-away outshine all 


They listen . . . and golden stardust falls 


into your basket 


(“till”’ to you!) ... 


The Stardust of Sales . . . not alone from 


listen... they buy. 


Here, indeed, is a Heaven for any adver- 
tiser. Why not take a piece, for yourself? 


NATIONAL BROADCASTING COMPANY. 
A Radio Corporation of America Service. 


your message . . . but from 14 bright years 
of prestige and distinction in all RED 
NETWORK programs. 


This national audience naturally has great 
confidence in what the RED offers. They 


THE NETWORK MOST PEOPLE 


LISTEN TO MOST 


Browne Vintners 
Sold to Seagram; 
Personnel Stays 


New York, Jan. 9.—The Seagram 
liquor empire was enlarged this 
week when Seagram Distillers Cor- 
poration purchased Browne Vint- 
ners Company, including its two 
subsidiaries, Wilson Distilling Com- 
pany and Hunter Baltimore Rye 
Distillery. Operations of the new 
Seagram affiliates will be continued 
by present personnel. 

Famous brand names involved in 
the deal include White Horse 
Scotch, Wilson—That’s All whisky, 
Hunter Baltimore rye, Cointreau, 
Remy Martin cognac and Piper- 
Heidsieck champagne. The Hunter 
firm was sold to Browne Vintners 
only last year by McKesson & Rob- 
bins for $2,000,000, after Hunter 
stockholders had failed in their ef- 
fort to block the sale on grounds 
that a higher price had been offered 
by Schenley Distillers Corporation. 


Agency for Browne Vintners is 
White-Lowell Company, and it is 
expected that there will be no 


change. 


Elect C. J. Balliett Head 
of Morse International 

Carl J. Balliett, vice-president of 
Morse’ International, New York 
advertising agency, has been ele- 
vated to presi- 
dent. Shaw New- 
ton, copy chief 
and formerly 
secretary - treas- 
urer, succeeds 
Mr. Balliett 
vice - president, 
and J. P. Saw- 
yer, art director, 
is the new sec- 
retary - treas- 
urer. Edward P. 
Anderson, chief 
of export copy, 
continues as 
vice - president. 
The agency will move to the 12th 
floor of the Chanin bldg., 122 FE. 
42nd street, about Jan. 6. 

Among clients of the agency are: 
M. J. Breitenbach Company, Le 
Claire Boat Works, National Rein- 
surance Corporation, domestic and 
export divisions of Vick Chemical 
Company, Long Lake Lodge, Rein- 
surance Corporation of New York, 
Corsan Products, Crooked Lake 
Inn, and Vick Products of Sydney, 


Australia, and Johannesburg, South 
Africa. 


as 


C. J. Balliett 


Maze Account to Butler 


W. H. Maze Company, Peru, IIL, 
maker of Zinclad and roofing nails, 
has appointed Kenneth B. Butler & 
Associates, Mendota, IIL, to handle 
its advertising. 


Joins Weiss & Geller 


P. Artzt, formerly with Joseph 
Katz Company, New York, has 
been appointed director of copy and 
creative work of Weiss & Geller, 
New York. He was previously with 
Buchanan & Co., New York. 


(Advertisement) 


KYW Goes 50,000 Watts 
on January 16th! 


Great news to advertisers is the 
announcement that on January 
16th KYW, NBC Red’s Philadelphia 
outlet, will operate on 50,000 watts! 

This tremendous step-up in power, 
according to current estimates, will 
increase the station’s area to such 
a degree that its service will reach 
at least one million additional 
Quaker City listeners 
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ADVERTISING AGE 


January 13, 194; 


Issues “Read Your Labels” 


The Public Affairs Committee, 
New York, will issue Jan. 13 a new 


Public Affairs pamphlet entitled, 
“Read Your Labels,’ by Helen 
Dallas and Maxine Enlow, which 


points out the degree of protection 
afforded consumers by the federal 
government in the matter of labels, 
particularly on drugs, medicines 
and cosmetics. 


Endurette to Grady 


Endurette Corporation of Amer- 
ica, Cliffwood, N. J., has appointed 


E. S. Perlman Joins 
Lane, Benson, McClure 


E. Sherman Perlman, recently of 


Frank R. Steele & Associates, has 
joined Lane, Benson, McClure, 
Chicago. 


This agency has been appointed 
to direct the advertising of Acme 
Laundry Company, Chicago. 


Kneisly Named G. M. 

N. McKay Kneisly, for 15 years 
director of merchandising for the 
Irving-Cloud Publishing Company, 
Chicago, publisher of Jobber Topics 


|: Sales Regelate Two 


James T. Bishop, assistant to the 
president of the American Maize- 
Products Company, New York, has 
been appointed vice-president in 
charge of development and _ re- 
search, and Theodore Sander, Jr., 
vice-president and treasurer of the 
Great Island Corporation, has been 
appointed financial vice-president. 


Woods to New York 

Joe Bailey Woods, in the Chicago 
office of Farm and Ranch and Hol- 
land’s, has been transferred to New 


the Robert B. Grady Company to and the Super Service Station, has York as Eastern advertising man- 
handle advertising on Endurette been appointed general manager of ager. He has been with the maga- 
Nylon. the company. zines since 1932. 

es 


Are you 


to your salesmen 


giving full 


support 


@ SEATTLE 


®@ SPOKANE 


® PORTLAND 


se) 


Sales grow where dollars flow 
lars are flowing at a rapid rate in the 


Area. 


Salt Lake Market 


serve Bank figures show a 22°: increase 


in retail sales in Salt 


November over the same month in 1939, 


and 12% 
southern Idaho cities. 


Five major defense projects. including 
the largest General Supply Depot west 
of the Mississippi, are now under con- 


increase for other 


AN FRANCISCO 


LOS 
@ ANGELES 


Where Purchasing Power 


Ils Way Up! 


and dol- 


Ltah and 


lars new wealth production! 


More than 


three-quarters of a million people! It's 
Federal Re- a market worth cultivating. 

Lake City for The Sunday Salt Lake Tribune, with 
wake F yr . . ° ° 
Say more than 100.000 circulation. is the 

only publication substantially serving 


the 785.974 people, the 180.805 families. 


in this market. 


struction in this area, employing 6.550 


men, creating an annual payroll and 
supply bill of $6.410,000, plus the orig- 
inal expenditure of $34,389,000. 


This is in addition to the 


$618.000.000 


§9% vrab 


yearly new wealth production of this 


area, from mining. manufacturing, tour- 
and 
Nearly three-quarters of a billion dol- 


ist trade, agriculture 


93% 
cation, 
erage in this 


livestock. 


“4{dequately reached ONLY by— 


(The Sunday Salt 


Repres 


‘ Va ¢ and Comic Sect s 


Reynold--Fitzgerald. Ine. 


Consider this exceptional coverage of 
Sunday Salt Lake 
important Salt Lake Market: 


Family Coverage Home-Delivered 
98% Salt Lake City 98% S. L. County 


Tribune in this 


HAY Market 


Home Delivered morning of publi- 
No Predates. 


55°. Family Cov- 


rich 4-state Market. 


Lake Tribune 


MUSIC WAR HELPS 


~ IF YOU CAN'T HEAR © 
* THESE ON THE RADIO « ‘ 

Get them for your phonograph!” 
‘VICTOR AND. © -; 

COLUMBIA RECORDS 


- : 


50°,1.00 . 


Also full line of DECCA Records |* 


few be the Time te Buy an Electric Phenegraph, 16.08 te S70.80 


BLOOMINGDALE’S MUSIC HEADQUARTERS 
Seth Fleer - Lentngton ot 600 - Votstens 5089: a4 


eee tp tt 


| Three- -column copy which Bloomingdale's 
/used in New York dailies last week, taking 
advantage (without direct mention) of 
the opportunities offered in the sale of 
records of ASCAP tunes and arrangements. 


More Magazines 
to Carry New 
Meds Campaign 


New York, Ji 
the advantages of the tampon type 
of protection for women active in 
various walks of life, Personal 
Products Corporation will launch 
its second national campaign for 
Meds in February issues of 35 
magazines. Expansion of the maga- 
zine list is accompanied by copy in 
smaller space appearing with 
greater frequency than in the pre- 
vious campaign. The promotion 
will continue through December. 

A typical insertion features a 
nurse who tells “why I switched 
to Meds.” Copy continues: “It 
would be silly for a nurse not to 
keep up with modern ideas. I've 
used internal protection even 
though it cost me a lot more.” 

On the schedule are Cosmopoli- 
tan, Fawcett Women’s Group, Good 
Housekeeping, Guide Screen Unit, 
Hygeia, Ideal Women’s’ Group, 
Ladies’ Home Journal, Macfadden 
Women's Group, Mademoiselle, 
McCall's, Modern Magazines, Pic- 
ture Play, Red Book, Screenland 
Unit, True Story, The Woman and 
the Woman's Home Companion. 

Young & Rubicam is the agency. 


Loomis Seton 


Street Car Advertising 
The 


Emphasizing 


Loomis Advertising 
pany, Kansas City, a 
for telephone directory 
has entered the 


Com- 
sales agency 
advertising, 
field of street car 
and bus advertising. Since last 
July 22 they have acquired con- 
tracts to sell this type of advertis- 
ing in St. Louis; East St. Louis, 
Ill.; Belleville, Ill; Alton, IL: 
Springfield, Mo.; Sedalia, Mo.; St. 
Jcseph, Mo.; Tulsa, Okla.; Omaha; 
Council Bluffs, Ia.. and Ralston, 
Neb 

Since establishing the contracts 
the firm has opened offices in St 
Louis and Omaha. Wesley’ H. 
Loomis, Jr., is president and El- 
dridge King is vice-president and 
treasurer of the firm 


England Resbaccs Walker 


Col. William H. England, 
a chief economist of the 
Trade Commission since 1920, has 
been appointed chief economist, 
succeeding Dr. Francis Walker, who 
has retired 


assist- 


Federal 


BBB Discusses 


— 


Disclosure of 
Product Facts 


New York, Jan. 7.— Advertisers 
lare required to disclose materia) 
facts about their products when- 
ever failure to do so might mislead 
or deceive the public, according to 
a bulletin just published by the 
National Better Business Bureay 
following a study of court decisions 


and Federal Trade Commission 
cases. 

The bulletin, titled “Non-dis- 
closure as an Unfair Practice in 
Advertising and Selling,” reviews 
FTC proceedings as far back as 


1918 in which advertisers were 
ordered to reveal material facts 
Decisions of this nature have in- 
volved widely varied products, »- 
cluding hair dye, baking powder, 


fur, telephone equipment, motion 
pictures, rayon, silk, tires, typec- | 
writers, 


hats and mattresses. 
It is pointed out that the FTC 
requirement about the disclosu:« 
of material facts is no mere co)- ! 


mission rule, but is instead a re- 3 
quirement of law, and one not :e- I 
stricted to food, drug and cosmetic d 
products. 
Have Force of Law ; 
Trade practice rules promulgated : 
by the FTC for many industries le 
also specifically include this prin- b 
ciple. The bulletin warns that Cc 
these trade practice rules, contrary w 
to popular opinion, are not merely di 
regulatory rules of a governmental 
agency which do not have the force Ww 
of law, but are instead a statement ar 
of FTC beliefs as based upon its e] 
own decisions and those of the la 
courts. ve 
The Bureau’s criterion as to when if 
to apply the principle of disclosure pa 
‘of material facts in advertising or it 
labels is: “Reveal material facts, Yi 
the deceptive concealment of which th 
might cause consumers to be mis- | 
lead.” vis 
General Outdoor Awards Br 
Prizes to Employes N 
| TT. E. Kashner, of the Oklahoma 
City branch of General Outdoo: Br 
Advertising Company, has _ been cor 


awarded first prize of $300 in the cay 
company’s 1940 contest for em- des 
ploye suggestions that will benefit Fa 
the industry. Second prize of eg 
$200 went to Clarence L. Sprague, Ne 
New York, and third prize of $100 " 
to George M. Tallon, Minneapolis in 
Honorable mention was awarded dis: 
to the entries of J. L. Hanna, man- sel] 
ager, Indianapolis branch; Virginia tail 
A. Boyle, Washington; George E n 
Balcom, Kansas City; Clarence 


Benninghouse, Minneapolis, and 
J. R. Coryell and T. E. Pyritz, In- 
dianapolis. 


Joins Downing 

Richard A. Strickland, formerly 
with M. W. Fershing, and Silve: 
Burdett Company, New York, has 
been named to direct the copy and 
layout department of Downing Let- 
ter Company, New York. 


FOR PRINTING PLATES OF STERLING QUALITY 


ENGRAVING COMPANY 


Hew York 


PHOTO-ENGRAVING in color process 
. Ben Day, 
WET PROOFING on Four Claybour® 


black and white line. 


automatic 4-color proofing pres“ 
. DAY and NIGHT SERVICE .-- 
304 E. 45th Street, New York, \. ) 


Phones: MUrray Hill 4-0715 to 0726 
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G-E Plans Heavy 
Emphasis on 
Electric Ranges 


Bridgeport, Conn., Jan. 9.—Heavy 
emphasis on electric ranges will 
feature an expanded 1941 advertis- 
ing program of 
‘he appliance di- 
vision of General 
Electric Com- 
pany, it was re- 
vealed here to- 
day by Boyd 
Bullock, adver- 
tising Manager. 

The new G-E 
ranges have been 
greeted with an 
nthusiastic re- 
ception by deal- 
ers attending 
previews of the 1941 line. A price 
adjustment, based on expected vol- 
ume this year, has improved the 
competitive position of the range 
line. Magazine copy will promote 
a “Roast of the Month Club” with 
ranges and electric kitchens offered 
as prizes. The American Meat 
Institute will co-operate in the 
drive. 

The 1941 budget for the appli- 
ance division as a whole will be 
from 15 to 20 per cent above last 
year’s level, according to Mr. Bul- 
lock. Newspapers in 60 cities will 
be used, as well as 45 magazines. 
Cooperative newspaper advertising 
will be continued with dealers and 
distributors. 

Among the other products for 
which heavy promotion is slated 
are refrigerators, water heaters, 
electric sinks, kitchen cabinets and 
laundry equipment, “Full-line” ad- 


Boyd Bullock 


vertising, featuring the entire group | 


f G-E appliances, will be ex- 
panded this year. 
ated two years ago, with “Stay 
Young Electrically” as the central 
theme. 

The agency for the appliance di- 
vision is Maxon, Inc., New York. 


Brewery’'s Success with 
Newspapers Described 


How the Christian Feigenspan 
Brewing Company overcame a 
combination of marketing handi- 


caps with a newspaper campaign is 


described in the “Advertising, 
Facts” bulletin issued by the Bu- 
eau of Advertising, American 


Newspaper Publishers Association. 
The brewery faced a sales slump 
in April, 1940, when it shifted its 
distribution from jobbers to direct 
selling, and new federal taxes, cur- 
tailing sales everywhere, took effect 
n July. The new campaign, with 
opy featuring photographs of dis- 
tinguished men and women, began 
n April in 105 newspapers in New 
Jersey, New England and metro- 
olitan New York. The _ bulletin 
eports that sales are now increas- 
ng and distribution is 20 per cent 
head of the mid-summer mark. 


“Leader” to Witmer 

Wallace Witmer Company, Mem- 
his, has been appointed national 
epresentative by the Daily Times 
Leader, West Point, Miss. 


It was inaugur- | 


Kelly Made A. M. 


Arthur P. Kelly has been made 
director of advertising and pub- 
licity of the Rochester Gas and 
Electric Corporation. Joseph P. 
MacSweeney, who has held this 
position for many years, has been 
made advertising consultant. Mr. 
Kelly, who has been in the public 
relations department of the cor- 
poration for about three years, is 
a former president of the Rochester 
Ad Club and he also served as its 
secretary for 10 years. 


Matlick Made G. M. 

J. O. Matlick, formerly with the 
Capper Publications and in the cir- 
culation department of Esquire, has 
been appointed advertising and 
general manager of the Kentucky 
Farmers Home Journal. 


ADVERTISING AGE 


“PM” Takes Slap 
at Ford Wage 
Advertisement 


New York, Jan. 9.—Under the 
headline, “Ford’s Policies on Labor 
Aren't What Ads Claim,” the news- 
paper PM this week devoted an 
entire page to a reproduction of the 
advertisement together with an an- 
alysis of it, section by section. In- 
serted in the second paragraph of 
the story and separated from the 
story by hairline rules is the fre- 
quently reiterated PM _ statement 
that “We sell no advertising.” 

The story says that “Two wires 
were sent to the Detroit office of 
the McCann-Frickson advertising 


agency, which placed the ad, “re- 
questing figures on the exact num- 
ber of places in which the ad ap- 
peared. There was no answer.” 
The story goes on to say that 
“There are a lot of answers to the 
ad.” 

PM’s analysis of the copy is di- 
vided into six sections and devoted 
almost entirely to refuting claims 
made in the advertisement, pre- 
suming to give comparative figures 
where comparisons are possible. 


Cohn-Hall-Marx Appoints 

Cohn-Hall-Marx, Pacific Coast 
division, has appointed Sidney Gar- 
finkel Advertising Agency, Los An- 
geles, to handle its cooperative 
promotions with Western manufac- 
‘urers. 


Hotels Statler Boost 
Ad Expenditures 15°, 


The Hotels Statler Company, New 
York, is increasing its advertising 
expenditures 15 per cent for 1941. 
The company will use 13 pages 
each in Life and The Saturday 
Evening Post, while The New York 
Hotel Statler Company, operator of 
Hotel Pennsylvania in New York, 
will use 13 pages each in News- 
week and Time. 

Young & Rubicam has the ac- 
count. 


Transfers Bruce Knapp 

Trade & Technical Papers, Chi- 
cago, has transferred Bruce Knapp 
from the American Hairdresser to 
Chemical Industries, with his 
activities continuing to be centered 
in the Chicago territory. 
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sportsmen. 


the way of quality . . . they recognize most readily the advertised 


AT THE TOP 


At the top of your list, as your best customers, stand America's 


As a group or as individuals, they demand most in 


merchandise you put before them. 


Whether it's tobacco, sporting equipment, liquor, apparel . . . 
if it’s quality, American sportsmen will be first to recognize 


it, first to show their appreciation in dollars. 


You can reach this market most efficiently through this 
market's favorite quality magazine. 


lowest cost per page per thousand in the sporting field, 
SPORTS AFIELD is your “open sesame’ to America’s 


No. 1 brand conscious market. 


§PORT$ /A\FIELD 


444 MADISON AVE. 


Today, with the 
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Petree Gives 
Home Furnishers 
Blueprint for ‘41 


Los Angeles Expert 
Calls Obsolescence 
Greatest Need 


Chicago, Jan. 7.—Exploding the 
theory that the men who really 
know seldom accept invitations to 
address their competitors and when 
they do, refrain from being too} 
illuminating, Neil Petree, president 
of Barker Brothers, Los Angeles, 
yesterday presented his contempo- 
raries with a blueprint for profit- | 
able operations at the opening 
luncheon of the winter market of 
1941 at the American Furniture 
Mart. 

The market reflected the clamor 
of retailers for merchandise and 
the haunting fear that a shortage | 
of supplies lies ahead with an open- 
ing day registration of 4,308 for a 
new record. This compares with 
4,025 a year ago, when the 4,000 | 
mark was reached for the first time. | 

Mr. Petree, speaking out of his | 
broad experience in the department 
store field, which preceded his 
entrance into the exclusive home 
furnishings realm, said that design 
has run rampant in the furniture 
field with few commercial checks, 
the result being that no such thing | 
as obsolescence now exists; that 
where it is in evidence, it is in the 
establishments selling this mer- 
chandise, rather than in the homes 
of their customers; that methods | 
generally lag far behind the times, | 
and that markup methods are in 
direct contrast with those of more 
prosperous lines of endeavor. 


Raps Comparative Copy 


Mr. Petree was highly critical of 
the advertising methods of furni- 
ture retailers and said that the 
piece of copy which pulled best for 
his company, dealing exclusively in 
home furnishings, was one in which 
white space was used liberally and 
price subordinated to a story and 
an atmosphere of quality. Barker 
Brothers also has gone in heavily 
for color advertising in newspapers, 
he said, but here again has avoided 
the heavy splashes of color which | 
he believes carry the “bargain sale” 
stigma. 

Mr. Petree pointed out that not | 
until 1926 were accurate figures on 
department store operations avail- | 
able, so that executives could begin 
to lay plans intelligently for the | 
first time. Current census figures | 
show, however, that the furnishing | 
field has failed to take advantage | 
of these basic facts, since both the | 
number of stores and their total | 
volume has declined during the 
last decade. 


Circulars Are Banned 


Ensembling was born in 1923, but 
here, too, home furnishings retail- 
ers have failed to follow through, 
though stylists came into being to | 
correlate the endeavors of various | 
factors in the industry. “Tradi- | 
tional” style militates against the | 
obsolescence factor which is vital 
in every business, Mr. Petree said. 
Barker Brothers has for 20 years | 
done what it could to emphasize | 
the need of frequent replacements | 
of home furnishings by a trade-in- | 
offer, consistently advertised in | 
newspapers. The company offers a 
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RECORD . COVERAGE 
in NEW HAVEN AREA 


Current circulation breakdowns 
of the New Haven Hegister re- 
veals the astounding fact that in 
CGireater New Haven, of 219,028 
population 98.4% of all the fami- 
lies buy this newspaper. Fur- 
ther amazing figures show that 
it is but 63.3% of the total paid 
circulation—37% covering pros- 
perous suburban towns. Write 
for market brochure “Hegister 
City.” New Haven, Conn. 
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free appraisal of home equipment | 


even though the owner has no 
immediate intention of refurnishing. 

Los Angeles home furnishings 
merchants have for many years 
utilized the circular or “give-away” 
to stimulate Christmas business. 
Mr. Petree called his advertising 
manager into his presence during 
the summer of 1940, told him that 
the $12,000 which had been spent 
for circulars was going to be 
diverted into some other medium 
and asked him to prepare a Christ- 
mas campaign to involve this sum. 
Mr. Petree also warned the adver- 
tising man not to divulge these 


|plans to any store buyers or mer- 


chandising men, who would bend 
all of their efforts toward wrecking 
them. 


ADVERTISING AGE 


Out of this preliminary work 
emerged a newspaper campaign of 
16 pages of idea and institutional 
advertising, holding up Barker 
Brothers as the logical place for the 
public to do its Christmas shopping. 
The initial advertisement in this 
|/newspaper series, starting immedi- 
ately after Thanksgiving, advised 
readers that “Barker Brothers is 
your Christmas store,” the illustra- 
\tion supporting this motif by pic- 
turing the choir which is pressed 
into service by the store during the 
Yule. Others took the “When” 


angle, such as “When you are buy- | 


ing a gift for the girl.” 

As was expected, merchandising 
men thought the president and 
|advertising executives had taken 
leave of their senses, but store 


traffic increased 5 per cent during 
December, while the city average 
was down, and actual volume 
gained 5 per cent, compared with 
1 per cent for all. 

Giving the devil his due, Mr. 
Petree said that a merchandising 
man was the first to demand color 
in newspaper advertising, and the 
first used sold $12,000 worth of 
tables. The most effective adver- 
tisement ever used by the company, 
however, was in black and white 
for “Tempo-Tone” radio, the store’s 
private brand. 


“The home furnishings industry 


‘is losing money consistently,” said 


Mr. Petree in summary, “so there 
is no excuse for continuing in the 
same beaten path. I predict that 
there is going to be more original 


January 13, 
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thinking in this field; that tradition 
will be less of an influence on oy; 
operations; that more and bette; 
designers will find fresh opportunj- 
ties; that women will occupy high 
places; that we will gain a ney 
conception of ensembling; and tha: 
buying, planned in advance, ang 
carefully coordinated, will supplant: 
the hit-or-miss individual methods 
still! in vogue in many stores 


How to Make Money 


Mr. Petree said that selling ang 
display must be correlated 


With 
|advertising and that when home 
|furnishings stores begin to sel] 
ideas instead of merchandise, as 


they must, higher markups wil! be 
possible and logical. While he 
admitted that the current “rever. 


*SOLE EXCEPTION— Readers’ Digest 


Housekeeping 


The Magazine America Lives By 


: ¥ = ee es oa 
: ee 
| ee 
: \\ e "al 
: ' N yarel! ihe R ke 
| How \1— eA il 
ie im oa ca ——= A 
as \\\ A\\ a 6 \\\ c { 
7. — KR ~,\ WSszZ 
a » <— y fs nN 7 So), (8 
i AE NY Wha NO <<< <<< 4 FI 
i piel v8 consent a (Kel 
a \ a {ows 
\ 
y Do 
% fid 
~~ \ 
: a y yer 
j_— . d |: 
. | 00d. |; 
pce | 2,5 
. | On | 
— kee 
i 
Dg NIE eo ee ME 9S Uist SRR gy wb Ae enh lia de hw ees 


January 13, 1941 


ADVERTISING AGE 


23 


E—7_ A 
—_—_— 


ence for antiques” creates a prob- 
jem, he said that merchandisers 
must swim with the current instead 
of against it by stocking some such 
furnishings. Dealers must pay at- 
tention to such trends as the popu- 
jarity of small homes and the 
opportunity offered by older and 
jarger residences. In 1932, with 
pbuilding at a standstill, Barker 
Brothers did $8,000,000 of business 
with 
dreary places of abode. Retailers 
must work more closely with real 
estate people and architects. Ad- 
yertising must sell the idea that the 
store is an authority on making 
homes livable. Since furniture rep- 
resents a capital investment, it is 
usually bought by husband and 
wife together. Hence the trend 


owners of these large and | 


toward keeping open at least one 
night a week—Wednesday night 
with Barker Brothers, by popular 
request. 

As for markup, Mr. Petree said 
that the heaviest burden should be 
placed on inexpensive goods and 
the lightest on the highest priced, 
reversing present procedure and 
conforming with the natural char- 
acteristics of the human race. As 
for the year ahead, he predicted 
that while no boom will emerge, 
business will be good, with a 5 to 
10 per cent increase in volume of 
house furnishings. 


Roesler to Foreman 

George Roesler has joined the 
Chicago staff of the Foreman Com- 
pany, radio station representative. 


Urges Easing of Farm 
Ad Fund Requirements 


The marketing bureau of the 
Michigan department of agriculture 
has recommended the requirement 
of a smaller amount of matching 
funds for farm organizations to ob- 
tain state money to advertise their 
produce. 

The 1939 legislature’ specified 
that horticultural, poultry, dairying 
and agriculture groups each had to 
put up $8,000 to get $4,000 ear- 
marked for their respective adver- 
tising campaigns in each of the last 
two years. 


F. H. Johnson Made A. M. 
Fletcher H. Johnson, Middleport, 
N. Y., has been made advertising 
manager of the Tribune, Medina, 
N. Y., succeeding Helen V. Lattin. 


Heinritz at EAA 

Stuart Heinritz, editor of Pur- 
chasing, will talk on “What Do 
/Buyers Expect from Advertising?” 
before the Engineering Advertisers 
Association, Chicago chapter of Na- 
tional Industrial Advertisers As- 
sociation, Jan. 13, at 6:30 p. m., at 
the Electric Club, 30 N. Wacker 
Drive. 


Premium Pale Beer Bows 


Detroit Brewing Company, De- 
troit, Mich., has brought out a new 
product named “Detroit Premium 
Pale Beer,” following a test period 
during which the new product was 
known as “Stag” beer. An adver- 
tising campaign is being prepared 
to acquaint the public with the new 
name. 
jhas the account. 


Frank W. Atherton, Detroit, 


Don’t overlook the Queen in the hand above. The con- 
fidence shown by advertisers t# Good Housekeeping 
year after year is a logical outgrowth of the confi- 
dence shown by women, month ‘@ffer month, in the 


advertising pages of ‘The Magazirtemimerice Lives By.” 


The total 
December 


FLASH!) 


2,505,000—the highest ever attained by 
tn advertising medium selling at 25¢ a copy. 
m:.....Today the public voluntarily pays 
More money at newsstands for Good House- 
Ym keeping than for any other monthly magazine 


tarrying advertising. 


circulation of our 
issue now shows 


Adman Rescues 
Widow’s Home 
From Foreclosure 


| Atlantic City, Jan. 8 —News- 
|paper advertising men _ received 
gratifying proof this week of the 
'“good deed” power of their busi- 
‘ness when it was announced that 
ithe home of a widow in nearby 
|Margate had been saved from fore- 
| closure. 

| Eugene A. Tighe, Margate finance 
|commissioner and a member of the 
‘staff of the Dorland Advertising 
|Agency, heard of the widow's 
|plight, and decided to do some- 
‘thing about it. After persuading 
the sheriff's office to postpone sell- 
ing the home, he inserted a news- 
|paper advertisement. The ad said 
that the widow, whose name he 
offered to give on demand, was 
/poor and ill, “a good citizen,” but 
junable to meet her mortgage obli- 
gation. 

“I personally feel there are still 
enough old-fashioned charitable 
people left to help such a worthy 
cause,” Mr. Tighe’s ad read. “Please 
make contributions to City Treas- 
urer William H. Whittaker as soon 
as possible as there is no time to 
lose. . . Contributions will be re- 
turned if the necessary sum is not 
raised in time.” 

Correspondents 


and press serv- 
ices sent the story all over the 
country, and soon the donations 
| began to come in. Even Mr. Tighe 
was surprised at the response. Ed- 
ward Everett Horton, the movie 
comedian, sent a $25 check from 
Hollywood. So the New Year 
started happily for the widow, who 
was given a clear title to her home, 
contributions having satisfied $1,500 
in claims. 


Shift Sales Staff of 
Libbey-Owens-Ford 


W. R. Crawford, Toledo, formerly 
manager of Blue Ridge products 
sales for Libbey-Owens-Ford Glass 
Company, has been put in charge 
of the company’s new special prod- 
ucts sales division to coordinate 
sales activities of the special prod- 
uct sales managers with the general 
sales and production departments. 
|His old position is being filled by 
Arthur ©. Duhamel, New York. 
|Milton Knight, vice-president, con- 
tinues in active charge of the spe- 
}cial products division. 

John L. Cox, sales promotion di- 
vision, has been put in charge of 
Vitrolite sales; C. Wendell Holland, 
|formerly assistant to the division 
|sales manager, has been made sales 
|manager of the insulating products 
division, and Edward T. Law, St. 
Louis, will succeed Mr. Holland. 


Join Pursell & Sutton 

Marvin D. Gillingwater, formerly 
ia designer with Owens-Illinois 
|Glass Company, has joined Pursell 
\& Sutton, Detroit advertising 
/agency, as art director, and Duncan 
Henderson has joined the agency 
as copywriter. 


‘Stuart Oil to Gray 


D. A. Stuart Oil Company, Chi- 


/cago, maker of industrial cutting 
| fluids and lubricants, has appointed 
Russell T. Gray, Inc., Chicago, to 
direct its advertising. Business 
| publications and direct mail will be 
| used. 


Promotes Tonika Liqueur 


| West Shore Wine & Liquor Com- 
pany, New York, is using business 
papers for Tonika, Finnish after 
|dinner liqueur. Local newspapers, 
with copy featuring Tonika as “the 
after dinner choice of the connois- 
seur,” will be added through Jas- 
per, Lynch & Fishel, New York. 


For 


ADVERTISING 


IM NEW YORK, NEW JERSEY & CONN AREA 
consult your advertising agency or 


HIGHWAY DISPLAYS: INC 


POUGHKEEPSIE. WN. Y. 
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Retreading Tires a 
Growing Business 

The retreading of worn auto- 
mobile tires has grown to a sub- 
stantial position in the automotive 
service industry, according to Tire 
Rebuilders News, which places the 
resale value of tires thus treated 
in 1940 at approximately $60,000,- 
000 for some 7,000,000 units, as 
compared with 700,000 tires re- 
treated in 1929. The practice of 
putting new treads on worn tires 
is growing especially fast among 
large fleet operators. A survey of 
300 of the largest fleet operators 
shows that 220 are having all suit- 
able tires treaded and are entirely 
satisfied with the mileage obtained 
from them. While some operators 
only use retreaded tires on city 
routes, many large inter-city bus 
lines and fast freight lines now 
have all worn tires which are 
otherwise in good condition re- 
treaded and have no more trouble 
with them than would be experi- 
enced with new tires, the publica- 
tion reports. 


The Business Digest 


Significant Developments in Trade and Industry as 
Reported by the Business Press 


Edited by RALPH O. McGRAW 


The most rapid increase in re- 
treading tires occurred during the 


1935 depression period, but the 
growth of the business has con- 
tinued steadily since, due to the 


development of new equipment and 
materials for the process which 
have contributed to its success. 
Until recently many tire company 
representatives and some dealers 
discouraged retreading, but now 
the larger tire manufacturers op- 
erate some 300 factory owned tread- 
ing plants in all parts of the coun- 
try. 

The treading of old tires is sim- 
ilar in concept to the resoling of 
shoes. With increased car and truck 
speeds, tire manufacturers have 
had to build stronger and stronger 
casings, while for technical rea- 
sons it has not been possible to in- 
crease proportionally the non-skid 
safe mileage on the original tread. 
The carcass of a first line tire rep- 
resents about two-thirds of the 
original cost and if handled with 
ordinary care will stand from two 
to five treads. Treading shows its 
biggest savings from the second re- 


capping on. The age of the tire is 
not as important as its condition, 
and much of the success of the sys- 
tem depends upon the proper selec- 
tion of the tire to be treaded. As 
a rule, if a tire is pulled just after 
the non-skid has worn off, and it 
is not damaged otherwise, it is suit- 
able for retreading several times. 


Construction Record 
Set in 1940 

The highest construction volume 
ever reported in one year by Engi- 
neering News-Record is $3,987,243,- 


000, the total for 1940, announced 
in the publication’s Jan. 2 issue. 
National defense contracts were 


chiefly responsible for the speed-up 
which produced two-thirds of the 
year’s volume during the last half, 
the report points out. Private 
work with a gain of 31 per cent 
over 1939 totaled $1,162,254,000, the 
highest since 1930. Public con- 
struction at $2,824,989,000 set a new 
all-time high with a gain of 34 per 
cent over 1939, the previous rec- 
ord year. 

Except for the Middle Atlantic 
states, every section of the country 
participated in the gain. The 
South, with an 88 per cent gain 
over 1939, hit a peak of $853,000,- 
000. The Far West, with $493,000,- 
000, also set a new high record 
with a gain of 59 per cent over 


1841 


Centennial Year 


1941 


An Express ton 
of _Apprecia fion 


Prairie Farmer’s Centennial Number, commemorat- 
ing a Century of Progress in Agriculture, has just 
gone in the mail. 


To the advertisers and advertising agencies whose 
cooperation made possible this greatest of all issues 
of Prairie Farmer, I extend my heartfelt thanks and 
appreciation. 


I feel that this 196-page issue stands out as a monu- 
ment in farm paper journalism and take pardonable 
pride with my associates in the accomplishment. In 
no small measure does it reflect the ability of our 
editorial staff and standing and prestige of Prairie 
Farmer in its territory. Certainly it sets the highest 
of standards for the start of Prairie Farmer’s Second 
Century of Service to subscribers and advertisers. 


If you would like a copy of Prairie Farmer’s Cen- 
tennial Number, I shall be glad to send one with 
my compliments. 


Kurtz. ORE pele 


Publisher 


p RAIBIE PARMER 


Since 184] 
1230 Washington Blvd., Chicago 


Home of WLS—the Prairie Farmer Station 


1939. States west of the Mississippi 
set another all-time high with $702,- 
000,000, a gain of 28 per cent. The 
Middle West had the highest vol- 
ume since 1929 and a gain of 38 
per cent over 1939, with a total of 
$743,000,000. A gain of 39 per 
cent over 1939 gave New England 
its biggest year since 1930, with 
$244,000,000. The Middle Atlantic 
states’ volume amounted to $951,- 
000,000 or 3 per cent less than in 
1939. 

Industrial building by private 
companies amounted to $594,000,- 
000, just over the 1929 peak and 
110 per cent above the 1939 vol- 
ume. To get the total of industrial 
building, however, another $300,- 
000,000 of federally-owned build- 
ings for armament and ammunition 
production snould be added. This 
latter work also served to double 
the public building volume for 1940 
as compared with 1939. 

New capital for construction pur- 
poses amounted to $3,894,743,000, 
reaching the highest peak in the 
last decade and exceeding the 1939 
mark by 62 per cent. Private in- 
vestment in construction for the 
year was 24 per cent above 1939. 


Metal Spraying Has 
Wide Use in Industry 

Filling cavities in metal surfaces 
or building up metal parts by 
spraying molten metal on them, 
much like plaster or putty might 
be used, is not an entirely new 
process, but improvements of the 
process are greatly extending its 
use, according to an article in the 
January American Exporter. Metal 
spraying is done with a _ portable 
gun varying in weight from 334 to 
5 pounds and handled like a paint 
spray gun. The device is virtually 
a miniature portable foundry which 
melts and deposits any metal which 
can be obtained in wire form, or 
practically any base metal. 

Compressed air, Oxygen, or 
acetylene, etc., together with the 
metal wire compose the necessary 
requirements for the metallizing 
operation. The air and gases, held 
at constant pressures by regulators, 
are fed to the gun by separate hose 
lines. Part of the compressed air 
flowing to the gun is used to oper- 
ate a small high speed air turbine 
driving the mechanism in the gun 
which draws the wire from a coil 
mounted nearby and feeds it at a 
constant speed through the gun. 
At the nozzle of the gun, the wire 
is melted by the flame, atomized by 
a compressed air blast, and sprayed 
out in the form of finely divided 
molten or semi-molten particles of 
metal. The particles of metal chill 
almost instantly upon reaching the 
surface to be coated, keying or 
fastening themselves into the crev- 
ices or interstices of the previously 
prepared surface, forming an ex- 
tremely strong mechanical bond. 

Since no appreciable amount of 
heat is transmitted to the base ma- 
terial there is no warpage, crystal- 
lization, or heat strain, and the 
need for flux or preheating is elimi- 
nated by building up with metalliz- 
ing. With this process, dissimilar 
metals can be applied freely upon 
each other, such as stainless steel 
or high carbon steel on to steel, 
cast iron, bronze, aluminum, or the 
lower melting point metals such as 
lead and tin. The application of 
sprayed metal on glass, wood, cloth, 
and similar materials is equally 
adaptable. 

It can be seen that this process 
has great advantages in plant 
maintenance work and especially 
in repairing machinery parts which 
would be expensive to dismantle 
for servicing by other methods. 


Michigan Bill Would 
Boost Sales Tax Income 

A bill to make every purchase of 
10 cents or more subject to the 
state’s 3 per cent sales tax, instead 
of the present 17 cent minimum, 
will be introduced in the 1941 ses- 
sion of the Michigan legislature 


To “Natural History” 


The American Museum of Nat- 
ural History, New York, has ap- 
pointed G. M. Lewander, formerly 
with Maxon, New York, as ex- 
clusive representative and adver- 


tising manager of Natural History. 


\J. Gellard of WLTH as secret 


—— 


Four Brooklyn 
Stations Hope 
to Consolidate 


New York, Jan. 8.—Four Br: 
lyn stations which have been shar. 
ing time have organized Unitieg 
Broadcasters, and intend to petit; 
the Federal Communications Com- 
mission for permission to merg; 
a single 5,000 watt, full-time | 
let to operate on the present fre 
quency of 1,400 kilocycles. 

The stations involved are WARD 
WBBC, WLTH and WVFW. He.i4 
ing the new organization is Oscar 
Kronenberg of WARD, with Same] 


K- 


Peter Testan, Jr., of WBBC as \ 
president, and Salvatore D'Angelo 
of WVFW as treasurer. 

All of these stations now bro.a- 
cast with 500 watt power, with 
numerous foreign language  pro- 
grams on their schedule. If prr- 
mission is granted for the new s:,- 
tion, English language shows 1] 
be emphasized. 


“American Aviation” 
Wins Suit Over Title 


The title of the magazine pub- 
lished by American Aviation As- 
sociates, Washington, D. C., “Ame 
can Aviation,’ has been declared 
by the United States Court of Ap- 
peals for the District of Columbia 
not to be an infringement of the 
title of the McGraw-Hill publica- 
tion, “Aviation.” The court held 
that registration of the latter name 
was invalid because it was descrip- 
tive. McGraw-Hill was the plain- 
tiff in the case. 

Wayne W. Parrish, editor of 
American Aviation, and one of the 
defendants in the suit, is associated 
in the venture with Gen. E. J 
Stackpole, Jr., and Col. A. H. Stack- 
pole, publishers of the Telegraph, 
Harrisburg, Pa. They also publish 
American Aviation Daily and 
American Aviation Directory, which 
is issued semi-annually. 


Cary-Ainsworth Agency 
Formed in Des Moines 

R. H. Cary, vice-president and 
account executive for 12 years with 
the Coolidge Advertising Company, 
Des Moines, and David Ainsworth, 
with the same agency three years 
handling account contact, copy and 
production, have formed Cary- 
Ainsworth, Inc., advertising agency 
with offices at 908-10 Liberty bldg., 
Des Moines. 

Henry Kroeger, who has_ been 
with the Coolidge agency since 
1923, has been named vice-presi- 
dent succeeding Mr. Cary. Donald 
Brown, who has been on the art 
staff of Look, has been made art 
director of the Coolidge agency. 


R. A. Childers Advanced 


Robert A. Childers, formerly 
manager of roofing sales and ad- 
vertising for the Southern States 
Iron Roofing Company, Savannah, 
has been made assistant general 
manager of the company in charge 
of roofing sales. Charles R. Strotz 
has been made advertising man- 
ager and James W. MclIntire has 
been made assistant general man- 
ager in charge of naval stores sales 


MAILING 


LISTS 
All 


Classifications 


A 
COMPLETE 
DIRECT MAIL 
ADVERTISING SERVICE 


® Addressing 

® Folding 

® Enclosing 

® Stamping & Mailing 
® Printing 

® Multigraphing 

® Mimeographing 


Daily Capacity, 100,000 


Trade Circular Ady, Co. 


27 South Market Street ) 
Fra. 1182 Chicago, Ill. j 
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HELP WANTED 


‘Award Michigan Adcratt 


- —_-—— | Trophies Jan. 23 


© 
WANTED 


125,000 


BINOCULARS FROM THE PUBLIC 
OUR FIGHTING SERVICES NEED THEM ALL! 
SELL -YOURS NOW! 


The Services must have every good pair of binoculars 


the: can get. They want them at once. 

Binoculars take a long time to make. The highly-skilled 
labour necessary is working night and day on gun-sights and 
other vital war instruments; so the Ministry of Supply asks all 


private owners of binoculars to offer them to the Government. 

In every town opticians are acting as authorised collect- 
ing agents—giving theit services free. 
Mirustry of Supply posters 

If you possibly can, take your binoculars to the nearest 
optician; you will be given an official receipt. Or you can 
send them, registered post, to the Ministry of Supply, 191 
Reeent Street, London. Tie on a label with your name and 
address and endorsed “ Sale" or “Gift” 

It is kgown that there are 125,000 suitable binoculars 
in Great Britain —every pair is needed! Put your pait on 
active service —they are wanted 


URGENTLY 


They will display 


SUED BY THE MINISTRY OF SUPFLY 
A recent newspaper advertisement of 
the British Ministry of Supply, asking 
the public to sell or donate 125,000 
binoculars to the fighting services. This 
advertisement produced over 10,000 
binoculars within a week, as well as less 
helpful gifts such as that of the youth 
who sent his toy telescope “to help you 
see the Germans better as our house 
was hit last week... ."’ 


Rogers Heads WOV, 
Armstrong to WCOP 

Naylor Rogers, formerly with In- 
ternational Radio Sales, Chicago, 
and for 11 years director of KNX, 
Los Angeles, has been appointed 
general manager of Station WOV, 
New York, and A. N. Armstrong, 
formerly with the Katz Agency, 
Chicago, has been appointed to the 
same position at Station WCOP, 
Boston, completing a personnel re- 
organization of key Bulova-owned 
stations. 

Ray Linton, program and talent 


representative, has been named 
general sales manager of WOYV. 
Hyla Kiczales, manager, will re- 


main with the station as assistant 


to Mr. Rogers. 


Advance Brantly, Motley 
Theodore L. Brantly, advertising 


director of Crowell-Collier Pub- 
lishing Company, New York, has 
been elected a vice-president. He 


has been with the company since 
1916. Arthur H. Motley, who has 
been with Crowell since 1928, and 
is now executive assistant to the 
president, has also been named a 
vice-president. 


“Outdoorsman” Rates Up 


Outdoorsman, Columbus, O., is 
issuing a new rate card announc- 


ing an increase in advertising rates | 


effective with the April issue coin- 
cident with the increase in_ its 
monthly average circulation guar- 
antee from 150,000 to 200,000 in 
194] 
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THE \ODERN LOOSE. LEAF MECHANICAL BINDING 
A a 


Y Add or remove pages quickly, 
easily 

v Amazing page strength pro- 
tects pages , 


Offers maximum visibility 
v Use with any cover material 
4 Smart and Inexpensive 

le “| > ve you complete information on the many 


Wique ‘eaturesof Swing-O-Ring. Also, to demon- 
Wate + ow Swing-O-Ring works, we will send you 


tree, 6 wing-O-Ring pocket notebook. Write todoy 


tis SWING-O-RING, INC. 
; Dean Street 


Brooklyn, N.Y. 


| Adcraft trophies for best adver- 


tising layouts and designs in daily | 


and weekly Michigan newspapers 
| will be awarded at the second an- 
|/nual All-Michigan dinner to be 
‘given Jan. 23 at Lansing by the 
|Michigan Press Association. 

| Michigan communities which se- 
lected festival queens in 1940 have 
been invited to send them to the 
| dinner where judges picked by 
|Floyd J. Miller, president of the 
association and publisher of the 
Royal Oak Daily Tribune, will se- 
lect a “Miss Michigan.” 


Schnake Adds Two 

| Frederick C. Schnake Advertis- 
‘ing Agency, Milwaukee, has been 
|appointed to handle advertising of 
the Dural Company, chemical 
| products, and the Mountain Valley 
| Water Company, Milwaukee. Direct 
{mail will be used by the former 
and newspapers and direct mail by 
the latter. 


Ahn Heads Publicity 

| George B. Ahn, Jr., formerly 
| publicity manager for the National 
| Standard Parts Association, has 
been appointed publicity director 
of the Methodist church organiza- 
tion of the central states with head- 
;quarters at 740 Rush street, Chi- 
| cago. 


To Sell National 


Copy with Column 
in 29 Newspapers 


New York, Jan. 7.— Beginning 
March 1, space will be offered to 
national advertisers for the first 
time in conjunction with a syndi- 
cated editorial feature, “Around 
the Town with Shop Scout,” which 
will be carried by 29 major news- 
papers in the East, Middle West, 
South and Southwest. Conducted 
by Nancy Sasser, the feature has 
been appearing for the past two 
years in two Southern papers. 

According to Miss Sasser 24 of 
the papers are already under con- 
tract while the additional five will 
sign up shortly. Offices have been 
set up to handle the promotion at 
230 Park avenue, New York. 

The papers which will carry the 
column have been divided into two 
groups, which may be bought sep- 
arately or together. In the first 
group are the Boston Globe, New 
York Times, Philadelphia Inquirer, 
Pittsburgh Press, Washington Star, 
Cleveland Plain Dealer, Detroit 
Free Press, Minneapolis Star Jour- 
nal and St. Paul Pioneer Press. 

The Southern group will include 
the Houston Chronicle, Dallas 


News, New Orleans Times-Picay- 
une States, Memphis Commercial 
Appeal, Nashville Tennessean, 
Louisville Courier-Journal, Birm- 
ingham News & Age-Herald, At- 
lanta Journal, Jacksonville Times- 
Union, Miami Herald, Charlotte 
Observer, Richmond Times - Dis- 
patch, Norfolk Virginian-Pilot and 
Raleigh News and Observer. The 
Norfolk and Raleigh papers are the 
ones which have been carrying the 
column on a local basis. 

The column will carry Miss 
Sasser’s comments on nationally 
advertised products. Space will be 
sold at the regular national rate, 
with agencies receiving a 15 per 
cent commission on billings. Most 
copy will be devoted to household 
beauty and fashion items. 


Hotel Accounts to Wales 

St. Adele Lodge, Ste. Adele en 
Haut, P. Q., Canada, and Lakeside 
Inn, Lake Placid, N. Y., have ap- 
pointed Wales Advertising Com- 
pany, New York, to handle their 
current winter campaigns in news- 
papers. 


Mackey to Macnair 

E. H. Mackey, former advertising 
manager of Shefford Cheese Com- 
pany, Green Bay, Wis., has joined 
C. S. Maecnair & Associates, Chi- 
cago, food packing engineer. 


Eight Appoint West 
West & Associates, Los Angeles, 
has been appointed to direct the 
advertising of Aviation Credit Cor- 
poration, St. Louis; Bardco Mfg. & 
Sales Company, builder of Diesel 
and gasoline engine driven gener- 
ating plants; United Aviation, air- 
plane distributor; Electronic Spe- 
cialty Company, radio transmitting 
and receiving equipment; Morrow 
Aircraft Corporation; Flotation 
Systems, maker of gasoline dis- 
pensing equipment; Tru-Line Cor- 
poration, welder’s tools, and Se- 
curity Valve Corporation, maker of 
earthquake operated gas and liquid 
automatic shut-off valves. 


Pure Food | to LeQuatte 


Pure Food Company, Mamaro- 
neck, N. Y., has appointed H. B. Le- 
Quatte, New York, to direct promo- 
tion of its Herb-Ox bouillon, 
chicken and vegetable cubes and 
the Westchester line of chicken 
products. Advertising of the bouil- 
lon cubes in newspapers will begin 
immediately. 


Calox to Tarcher Agency 


McKesson & Robbins, Bridgeport, 
Conn., has appointed J. D. Tarcher 
& Co., New York, to handle adver- 
tising of Calox tooth powder. The 
Tarcher agency will also continue 
to direct promotion of Albolene 
cleansing cream and Yodora deo- 
dorant. 
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AVE YOU ever skipped breakfast in order 
to catch the seven-fifteen ? 


Have you ever tossed your wife a kiss from 


over the left shoulder as you broke down the 


boulevard in a dash to the Suburban Special? 


Ever spent a whole beautiful Saturday at your 


desk when all the time you knew how gorgeous 


it was out on the fairway? 


If you have... 


then chances are you're one 


of those fellows to whom business is a highly 


important subject. Chances are you'd readily ad- 


mit that your business is just about the biggest 


thing in your life! 


And chances are, too, you already know all 


about a magazine called Business Week. 
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You probably know atready how packed its 


pages are with the exciting, critical news of 


business. How far it reaches to keep Management 


informed .. . how jealously it protects the Facts, 


how thoroughly it probes the Rumors. 


You've seen for yourself the once-a-week job 


this magazine does. And it’s easy for you to see 


that Management uses its pages in a way not 


shared by any other magazine, of any kind. 


All of which knowledge . . 


be an advertising man. . 


. if you happen to 


. must come in pretty 


handy when youre making up your budget! 


And must have had something to do with the 


19° gain in advertising racked up by Business 


Week in 19140! 
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ACTIVE MANAGEMENT'S MAGAZINE 
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BANQUET MARKS ADDITION OF AMERICAN WEEKLY 


j % . ae 


Advance J. P. Rainbault | 
at General Electric 

John P. Rainbault, who joined 
the General Electric Company in| 
1930 as New York district manager | 
of radio sales, has been named | 
manager of the air conditioning | 
and commercial refrigeration de- | 
partment, succeeding Stuart M.| 
Crocker, who recently was made | 
vice-president in charge of cus-| 
tomer relations. 

F. M. Spaugh, Lynn, Mass., has | 
been transferred to Schenectady to | 
assist F. D. Crowther, G-E lighting | 
section sales manager. J. W. How- | 
ard, Schenectady, will replace Mr. | 
Spaugh at the G-E Lynn River | 


works as commercial representative | 
of the lighting division. T. A. 
Abbott, formerly on the Yale Uni- 
versity faculty, has been made | 
manager of sales in the meter divi- | 
sion. 


Marking the addition of The American Weekly to the Sunday Philadelphia 
Record, a banquet attended by civic, business and industrial leaders was held 
Jan. 2. In this photo are J. David Stern, publisher of the Record; A. Merritt, 
editor in chief of The American Weekly; and Mortimer Berkowitz, president of 


Sears Names Barrows V. P. 

Arthur S. Barrows, six years a | 
director and 14 years a supervisor | 
of various merchandise  depart- | 
ments for Sears, Roebuck & Co., 
has been appointed vice-president 
in ——_ * of the Pacific Coast terri- 
tory. e was the company’s first ° ° 
merchandise manager. Three de- John Graf Appoints Mullen Leaves Willys 
partment managers who served in| John Graf Company, Milwaukee,| Frank J. Mullen, who became 
his group of departments have been ‘soft drink maker and bottler, has |account executive to Willys-Over- 
made supervisors. They are T. M.| appointed H. C. Mulberger, Inc.,|land at the time the late Theodore 
Dunlap, hardware; Carroll Jones, | Milwaukee, to direct its advertis- | F. MacManus became advertising 
farm implement, and M. H. West-|ing. Special promotion will be|counsel to the company, has re- 
rich, fencing. | given the Black Cow Soda. signed. 


the magazine. Another distributing unit—the Miami Herald—began distribu- 


tion of The American Weekly with the Jan. 5 issue. 


We’re Not Bragging .. . meu: 


If you believe in surveys—and you should believe this one because KF H had nothing 
to do with it, paid out ‘nary a penny—then look over the most recent 1940 Audience 
Survey for the state of Kansas. Note particularly that in that booming Kansas mar- 
ket more than twice as many people prefer KIF-H to any other Wichita station—that 
KFH is the preferred selection of more people in this state than the other two stations 
combined. From there on it shouldn't take much figuring to understand why KFH 
.. “The Wichita 


should be included on your schedules. 
Station with the Programs!” 
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Fensholt Finds 


Selling, Too, Must 
Be Mechanized 


Decries ‘Inquiry Sell- 
ing" on Part of Business 


Publisher 


Chicago, Jan. 7.—Mechanized 
selling is a “procedure which will 
increase the productivity of sales- 
men through the use of mass circu- 
lation methods in the distribution 
of buying information,” according 
to A. H. Fensholt, president, the 


spoke here yesterday before the 
Dotted Line Club on “Who Is Re- 
sponsible for Inquiries—the Pub- 
lisher or the Advertiser?” 

Pointing out that “American 
industry has reached its present 
high rate of productivity by mech- 
anizing its factory workers,” Mr. 
Fensholt gave figures which, he 
said, “warm the heart of any pro- 
duction-minded executive.” But, 
“this same executive is very likely 
to overlook the fact that this is 


‘other half is concerned with the 


increased selling load which this 
‘step-up in factory production has 
imposed upon the salesmen of 
America.” 

The salesman spends only about 
100 minutes per day in actual sell- 
ing, observed Mr. Fensholt. The 
rest of his eight-hour day is spent 
or rather wasted in _ traveling, 
waiting, reporting or doing other 
non-sales work. “How can mech- 
anized selling increase the efficiency 
of the salesman’s 100-minute work- 
ing day?” he asked. “Through the 
use of suitable advertising much of 
his time can be saved by pre-sell- 
ing his products to his prospective 
customers.” He outlined this pre- 
selling as being able to: 


What Pre-Selling Does 


1. Stimulate a desire for the 
product; 

2. Publicize the many user bene- 
fits of that product; 

3. Point out its competitive ad- 
vantages; 

4. Give the names of satisfied 
users; 

5. Publish convincing 
inials or success stories; 

6. Establish the reputation of the 
producer as a dependable supplier; 

7. Urge action that will acceler- 
ate the progress of the sale. 

“The first six pre-selling jobs of 
advertising do not always produce 
/results of a tangible nature,” said 
{Mr. Fensholt. “The seventh job of 
| pre-selling—to urge action that will 
accelerate the progress of the sale 
—often produces tangible results in 
the form of inquiries.” 

The speaker divided advertise- 
iments in two classes. Present- 
‘action advertisements, he said, are: 
| a. Coupon advertisements which 
urge the immediate return of a 
‘coupon or request for literature, 
samples, etc., but no direct orders 
for the advertised commodities ex- 
cept small trial samples; 

b. Mail order advertisements 


testimo- 


| 
| 


’ 
That Selling Station for Kansas! whieh solicit orders by mail; 


c. Classified advertisements which 
jare specialized condensed adver- 
|tisements in the classified columns 
of newspapers and magazines. 

Future-action advertisements, he 
said, include: 

Other Uses for Advertising 

a. Sales promotion  advertise- 
ments which gain acceptance for 
trademark commodities or services 

pre-selling the products in 


| by ; 
advance of the salesman’s call: 
b. Teaser advertisements which 


create suspense by announcing the 
advent of a new product or service 
before revealing its identity, and: 

c Institutional advertisements 
which seek to create good will 
toward trademarked commodities 
or services by featuring informa- 
tive data rather than conventional 
sales arguments. 

Mr. Fensholt concluded with this 


Fensholt Company, Chicago, who | 


only one-half of the picture. The | 


_ - a 


| advice to publishers: 


1. They should avoid appeasing 
inquiry-hungry advertisers by re. 
sorting to stunts which may pro- 
duce inquiries but which, in the 
long run, merely confuse the rea} 
purpose of business paper adver. 
tising as a part of mechanizeq 
selling. 

2. Publishers should not sell aq- 
_vertising space in their media with 


jany broad assurance of inquiry 


| production. 
| 3. Publishers are responsible to 
advertisers in the matter of fur. 
nishing them with dependable 
analysis of their readers’ interests. 
4. Publishers’ representatives anq 
|advertising counsellors have a com- 
mon job in educating advertisers jn 
the use of business paper advert's- 
ing as one form of mechanized 
| selling. 


'Samuels Names Kastor 


T. W. Samuels Distillery, Cincin- 
|nati, has appointed H. W. Kastor 
'& Sons Advertising Company, C})i- 
cago, to direct its advertising of 
T. W. Samuels and Old Jordan 
whiskies. 


Joins AAAN 


The Schoneman-Hening Agency, 
Philadelphia, has been named 
Philadelphia affiliate of the Affili- 
ated Advertising Agencies Networ\ 


~ HAIRE 


BUSINESS PUBLICATIONS 


Merchandising A 
since 1909 ; 


1170 BROADWAY, NEW YORK 
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é/ 
THREE NEW ONES 1940 Yearbook of Governor Ur es cluding the state government itself, summer recreational activities and 
Buffalo Ad Club Out g for northern counties can better to extend the tourist seasons over 


A survey of the Buffalo market $200 000 Budget carry their share of the cost of a longer period of time. 
Ss 3 Vv é arke a 


nag he Ber meen social and educational services as “The commission should sponsor 
and a classified directory of mem- . : tourist income increases an inventory of Michigan recrea- 
bers of the Greater Buffalo Adver- JOP 1c igan Ss ey See eee iliti 
‘ar . bceontaggr vine “It is time ay . i j¢ tional attractions and facilities. 
tising Club are included in the new t is time now for the state itself om 
1940 Greater Buffalo Advertising| Lansing, Mich., Jan. 8.—Assert- to step into the field and with the This inventory should include in- 
Club yearbook, 1,300 copies of ing “I can think of no other help of existing agencies plan and formation regarding hotels, cabins, 
oe have just been delivered to place where the investment of a execute a long-range program of ©®™P!ng sites, fishing and other 
William @ Mettiniey wae chair small sum by the state will return advertising Michigan as a whole. pong ee It Beene be pub- 
med and editor of te eaaile ond such large dividends to all the “I recommend to this legislature ‘S°°@ @na@ mace readily available 
;man ¢ i s on a tgp se ; ; pA sey tO all persons who are planning a 
Donald A. Thomas, former catalog people as the tourist and resort in- that the appropriation for tourist Michig: oeation © 
editor for the Larkin Company, dustry,” Gov. Murray D. Van Wag- promotion be doubled to $200,000 °* CHUgAN VACATION. 


ea 


was advertising manager. oner declared that the appropria-|annually. To direct the program eet. sae 
ooemanatoctemeninneaen tion for tourist advertising should | of advertising Michigan as a whole, Organizes Film Concern 
Fuller Joins Selz be doubled to $200,000 annually, in _ the state tourist and resort commis-  _ Francis Gregory & Associates, 
ilies Uh Wille. dente wit his first message to Michigan's sion, created by the 1934 special aed aig pre Rang Ss agg 
ion tne. ond Butea & 1941 legislature. . session of the legislature, should phi pon i a *‘udiVisior ell 
“DIRECTOR” (Ryan, has joined the Lawrence H. In elaborating on_ his proposal, become active again. New York. to produce ‘industrial 
eee aes Selz Organization, Chicago pub-/| the governor said: “The entire state | “Every effort should be made to) motion, pictures. Offices are at 251 
licity firm. profits from tourist business, in- encourage winter sports as well as |W. 57th street. 


ee eee ee Se ee Se 


| Wadders, stuffers and fumblers dominate 66 

the new campaign of Amity Leather 

: Products Company. They appeer in 

various poses in all advertising. e e« ® 


Amity Selling 
| Billfolds with I hope to read daily The Commercial 
| | HumorousCopy Appeal and the Bible” 


Milwaukee, Jan. 8.—Three hu- 

© morously depicted figures named 
A. Wadder, A. Stuffer and A. 
Fumbler are lending a_ cannily! Kveryone in Mississippi calls her “Mother” 
comical note to the 1941 advertising 4 
campaign of the Amity Leather Berry. From the days of tight-laced basques 
roducts Company, West Bend, ‘ ; > 
a with acuta acniaienain being 2nd flowing hoop skirts down to today, this 


vote on the Amity “Director” charming little old lady has been a mother to 


Copy pictures the difficulties of the girl students of Mississippi's historic Blue 
the three gentlemen, difficulties 

which, copy points out, can be) Mountain College. Three generations of col- 

solved by getting organized with : 

the Director billfold. Advertise- | lege girls have been molded by her care and 

ments will appear in Life for Feb. | ° ; . 

10, April 21, May 19, for gradua- SuUidance since the school was founded shortly 
| tion, and June 9, for Father's Day. | after the Civil War by her father, Confederate 
: With a large mailing piece sent : 
to dealers, telling about the adver- General Lowrey. The narrative of her experi- 
tising program and listing Amity | - 5 es 
products, also is a business reply ences during the war is just as colorful as a 
envelope with order. blanks. With : ° 7 = - ° 
one order, called No, 131, the dealer Chapter from “Gone With the Wind,” and just 
] gets, without cost, counter display, . . 
window streamer and label mate- | *S interesting. 
rial for point-of-sale use. 

Cramer-Krasselt Company, Mil- 


waukee, is the agency. She is 90 years old now. Her 90th birthday 
. ra ; varty was the feature of the college home- 
Philadelphia Ad Art itt | 
To Be Exhibited coming. President Roosevelt sent her a per- 
‘ Artwork produced by  Phila- sonal note of congratulations, and Senator Pat 
delphia advertising agencies will 


be exhibited to the public at the P[arrison was the principal speaker at her 
Philadelphia Art Museum Feb. I I | 


1-17. The exhibits, which will in- party. 
“5 clude hundreds of advertisements F 
al in newspapers and magazines dur- 
ing the past year, will be placed by . ‘ ; _ ‘ 
ym Fs dy Directors Club of Phila- We have a letter ourselves from Mother Berry Her tribute symbolizes the close bond between The Com- 
delphia. 
Photographs and _ illustrations that we treasure verv much. In her letter she mercial Appeal and its readers a bond which has made it 
used in folders, booklets, outdoo , 
( posters, window display and car snyvs: 


Seeds chen will te auhibtied far more than just a great newspaper. The Commercial 


; " Appeal has been the expression of the South and its people 
Gross Names Gardner “T have been reading The Commercial Appeal ~ 
Alexander S. Gross & Co., New , i ; in the past 101 vears. ‘Today it spans for them the long 
York, has named Alvin Gardner for more than 65 vears, and my father read it ; : 


Company, New York, to handle 


advertising of its Style-Plus sports before me. . .. 1 think this daily has been com- gulf between the nostalgic Old South and the completely 
ane. | ing to our college library since the organization modern New South the South of manufacturing. diversi- 
of the school... . IT hope to read the pages of fied farming and phenomenal prosperity. 
The Commercial Appeal the rest of my life. 
which, however. can only be a few more vears at It is their remarkable loves and loyalties which make The 
DEPENDABLE most.... But as long as I live. I hope to read Commercial Appeal remarkably rich in reader influence 


Penal daily The Commercial Appeal and the Bible.” ... remarkably rich in reader responsiveness to advertising. 


TABULATING 


Complete facilities and long ex- 


perience enable us to meet the 


The Commercial Appeal and The Press-Seimitar are the 
exacting demands of agencies, two great Seripps-loward newspapers serving Memphis. 
Represented by the National Advertising Department of 
Scripps-Howard Newspapers, 230 Park Ave., New York. 
Ilso in Chicago, Detroit, Philadelphia, Memphis and 


San Francisco. 


publishers and marketing analysts. 


FREE Booklet 


Write today for your copy of the 
free booklet, “Economy in Market 


Research.” 


RECORDING & STATISTICAL CORP. % 3 GA | \ M [ } | ! | 
'02 Maiden Lane, New York. N. Y. 7) — SO 
MONTREAL TORONTO 5 pe: 
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Farm Kitchens 
Brought to N. Y. 
by ‘The Farmer’ 


New York, Jan. 7.—Urbane ad- 
vertising men got a glimpse of a 
farm house kitchen and an inside 
story of what goes on there this 
week when The Farmer offered a 
photographic exhibit of the activi- 
ties of typical rural housewives. 
Included in the exhibit was a mini- 
ature of the country kitchen which 
the farm paper maintains in St. 
Paul and a display of the average 
farm woman’s baking for one week. 

The farm woman, as revealed in 
the photographs, has definitely laid 
aside her calico sunbonnet. Al- 
though only about 25 per cent of 
the farm homes in Minnesota and 
North and South Dakota have elec- 
tricity and the large majority of 
women cook on wood and coal 


ranges, or with bottled gas, their | 
kitchens are planned to offer the. 


same conveniences enjoyed by their 
city sisters. 


Photographs of some of the 95) 


farm women, employed by The 
Farmer to test food products and 
kitchen utensils of advertisers, 
show that the most important 
difference between the kitchen of 
the farm house and the apartment 
is that the farm kitchen and its 
utensils are much larger. Large 
meals are the rule, beginning with 
breakfast, since they must satisfy 
men who work long hours outdoors, 

Another vital difference may be 


Unequalled designing and 
engineering facilities at | 


your command. 


ty ARTK 


SIGN CO, LIMA, 


A 


seen in the average weekly baking 
output of the farm woman which 
consists of nine large loaves of 
bread, one large pan of rolls, a 
batch of cookies, two pies, two 
cakes, orange bread for sandwiches, 
muffins, biscuits and doughnuts. 

The country kitchen is main- 
tained by The Farmer as a test unit 
to be visited by women who wish 
to learn how to remodel their own 
homes and the miniature is carried 
by automobile to meetings of wo- 
men unable to visit St. Paul. Lec- 
tures are given by Bess M. Rowe, 
women’s editor, who is in charge of 
the exhibit. 

In addition to putting 95 farm 
women in direct touch with various 
manufacturers as one approach to 
the consumer problem, The Farmer 
is also attempting to give school 
children a_ constructive attitude 
‘toward advertising by issuing a 
“Study Guide for Rural Teachers,” 
a practical lesson plan based on the 
editorial and advertising content of 
the paper. One typical question 
in the “Guide,” which is distributed 
|to 30,000 children in 1,600 schools, 
lists ten advertising slogans and 
asks the children to write the name 
of the advertiser after each slogan. 


Much More Baking ‘Matson Joins Dodge 


Carlton K. Matson has resigned 
as director of public relations of 
ithe Libbey-Owens-Ford Glass Com- 
|pany, Toledo, to join Martin Dodge, 
|chief associate of Walter Dorwin 
Teague, New York industrial de- 
signer, in the formation of an indus- 
trial and public relations partner- 
ship, with offices in the RKO bldg., 
New York. No successor to Mr. 
|Matson will be appointed immedi- 
ately. G. P. MacNichol, L-O-F 
vice-president in charge of sales, 
will continue to direct advertising 
and publicity. 


Penn Liquor Sales Up 


Estimated sales of the Pennsyl- 


'vania Liquor Control Board in 1940 


are $84,000,000, compared with $74,- 
570,000 for 1939. For the four- 
week period ending Dec. 28, 1940 
the gross sales were $10,355,833, or 
about 10 per cent above the like 
period in 1939. 


Advertising Jan. 17-18 


Recommendations on _ national 
advertising will be presented at the 
annual convention of the Pennsyl- 
|vania Newspaper Publishers Asso- 
|ciation at the Penn Harris Hotel, 
Harrisburg, Pa., Jan. 17-18. An 
|answer to the plea of retailers for 
newspaper help, as presented to the 
Newspaper Advertising Executives’ 
| Association by H. B. Van Valken- 
|burg, of Sears, Roebuck & Co., will 
|be made. 

The proposed visualization of 
circulations of the Audit Bureau of 
Circulations will be taken up at a 
discussion of ABC affairs by mem- 
bers of the bureau. Un-American 
|attacks in school textbooks will be 
discussed. Dr. Allan Roy Dafoe, 
physician to the Dionne quintup- 
lets, will be the dinner speaker. 


Nassau Papers Organize 


The Nassau County Select List, 
composed of weekly independent 
newspapers, has been organized to 
promote the Nassau County market 
and to offer greater convenience 
to advertisers. Mitchell Luther is 
chairman of the group and Gilbert 
H. Pearsall has _ been 
New York representative. 


Metro-Goldwyn-Mayer Pictures 
Corporation, New York, is pro- 
moting “The Philadelphia Story” 
with full-page copy in 24 maga- 
zines. The picture is also adver- 
tised in the M-G-M column, “The 
Lion’s Roar,”’ which is carried by 
29 magazines. Increased newspaper 
space is scheduled. Donahue & Coe, 
New York, is the agency. 


To Fawcett Screen Unit 


with Picture Play, has been ap- 
pointed director of fashion mer- 
| chandising for the Fawcett Screen 
|Unit. He was previously with the 
New York Times and R. H. Macy 
& Co., New York. 


Virginia Foods Appoints 
Famous Virginia Foods, Lynch- 
burg, has appointed Houck & Co., 
Roanoke, Va., to direct its adver- 
tising. 
direct mail will be used. 


\ 


. 9 


“RECEIPTS 
STEADY — 


b 


. 


HEUABI 


Ul 


/ 


appointed 


M-G-M Promotes New Film. 


Irving W. Peterfreund, formerly | 


Magazines, newspapers and | 


CHICAGO 


520 N. Michigan Ave. 
SUPerior 8659 


HETHER YOU SELL livestock or laundry-soap, it's im- 
portant to hase your marketing decisions on up-to-the- 
minute information. We consider it our responsibility to 
see that agencies and advertisers are supplied with the 
facts that enable them to use spot radio most ellectively in 


any of our markets. 


JOHN BLAIR & COMPANY 


National Representatives of Radio Stations 


NEW YORK DETROIT ST. LOUIS LOS ANGELES SAN FRANCISCO 
341 Madison Avenue New Center Bldg. 455 Paul Brown Bidg. Chamber of Comm. Bldg. 608 Rus« Building 
Murray Hill 9-6084 Madison 7889 Chestnut 4154 Prospect 3584 Douglas 3188 
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Getting Personal 
et 

Henry C. L. Johnson, asst. a. & s.p.m. of Hygrade Sylvania Corp. 
really started off the new year with a bang. Jan. 4 he was married 
at Bronxville Reformed Church to the former Helen Frances 
Garvey... 

When John N. Garner, retiring v.p., called at the White House to 
see his chief recently, he was wearing a new grey fedora hat in place 
of the usual wide-brimmed sombrero. He told surprised reporters 
it was a “dude hat” and the gift of Silliman Evans, publisher of the 
Nashville Tennessean. . . 

Shed a tear for poor Irving Mills, one of ASCAP’s leading lights 
His wife’s first name is Bessie, for which reason home isn’t quite 


“EVERYONE GATHERS FOR START OF SHOW 
Wh 2 
: Ved : ee ae 


ahi 
i 
+3 


In this crowd assembled after the first broadcast of Union Oil Company's new 

NBC Pacific Coast Red network program are: William Pringle, Lord & Thomas: 

Sydney Dixon, NBC Red net sales manager, Western division; Robert L. Redd, 

NBC director; Robert Phillipi, advertising manager, Union Oil; Cliff Arquette 

star of the show; Arthur Stewart, Union vice-president in charge of sales; and 
W. A. Newhoff, domestic sales manager for Union. 


the same these days. Wherever he roams around the house, he en- 
counters towels, linens and other miscellaneous items—all mono- 
grammed BMI... 

Jack Frye, prexy of Transcontinental & Western Air, finally made 
prophets out of the gossip columnists by marrying the former Mrs 
Helen Vanderbilt on the Arizona desert. Members of the wedding 


party wore cowboy attire, and ate a nuptial breakfast of ham and : 
eggs. ... 3 
Harold D. McAneny, of Arthur Kudner, is engaged to wed a New B 
Jersey miss. The bridegroom-to-be’s uncle, George McAneny, was , 
formerly executive manager of the New York Times and once served b 
as Borough President of Manhattan. . . ; 
Richard Weil, Jr., president of L. Bamberger & Co. and a directo: a 
of Station WOR, recently startled executives of the store attending L 
a meeting by delivering himself of a discourse on how to think. The " 
outgrowth of this talk, plus further research, is “The Art of Practical 
Thinking,” written by Mr. Weil and published by Simon & 
| Schuster. . . 
F. Willard Butler celebrated his promotion from the local sales , 
traffic department of NBC to a selling post in the spot and local sales tr 
dept. by revealing his engage- - ti 
ment to Dorothy Michel, secre- 7 
tary to B. F. McClaney, NBC READY TO SELL a 
traffic dept. mgr. . . ny 
Glenn Griswold, head of Glenn pe 
Griswold Associates, has recov- a 
ered from his recent operation, Bi 
but not before some of his “ 
friends had gotten the mistaken : 
idea that he was dead. It seems : 


that an Indiana congressman 
with the same name died, and a 
number of newspapers picked 
the wrong photograph to run 
with the obit... 

Lambert B. Beeuwkes, s.p.m.. 
Station KYW, Philadelphia, is a 
long-time aviation enthusiast, 
and once worked for Glenn Mar- 
tin and Tony Fokker. Despite 
this interest in things mechanical 
he has never owned an automo- 


M. F. Schmitt, director of advertising 


bile, and the only time he ever = and sales promotion of Collins & Aik- ~ 
drove one was to transport Ed- man Corporation, looks over layout fee- rs 
die Rickenbacker and Gar Wood turing the company's new upholstery CE 
from a railroad station to an fabrics now being introduced. Arthur - 


airport. . Kudner, Inc., is the C & A agency. 

After making a trip to Haiti in 
1940, followed by a trip to the hospital, Albert Greenfield, a.) 
Raygram Corporation, New York, took a third trip Dec. 31, this time 
to the altar with Helen Walter, New York commercial artist. They 
are honeymooning in the South. . . Frank H. Rye, associate art di- 
rector, United Service Advertising, Newark, N. J., also expects to be 
altar-bound shortly with Margaret V. Robinson, East Orange, N. J. 

Blessings have been deluging the personnel of WHCU, Ithaca, N. Y.. 
lately with Jack Deal, announcer, expanding about his 7'2-pounde! 
Mike Hanna, general manager, talking about his Christmas presen! 
of a third son, and Lou Trenner, station manager, ordering a bassinet 
to be delivered in April. . . 

Mrs. Minnie R. Dwight, publisher of the Transcript-Telegram, Holy- 
oke, Mass., and treasurer of WHYN, Holyoke and Northampton, was 
feted by 150 women, members of civic organizations, Dec. 28 in recog- 
nition of 50 years service in the newspaper field. She was presente 
a white evening cape and corsage of roses. . . 

New Year’s Day marked the 23rd anniversary of John Hansel’s 
association with N. W. Ayer & Son. He came to the Philadelphié 
office, where he is now < vice-president and director, from AyeT* 
Chicago office. . . 

Burridge D. Butler, veteran publisher of Prairie Farmer, was pre 
sented with a cake adorned with 100 candles at a testimonal dinne’ 
in the La Salle Hotel, Chicago, Jan. 7, in token of the 100th ann! 
versary of his publication. The dinner was given to officers of the 


"<oayr 


publication by the Chicago Association of Commerce and agricultural 
leaders. . . 
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Carfer Sponsors 
Crime Series; 
Squibb Starts Show 


New York, Jan. 8.—‘Inner Sanc- 
tum Mystery,” a new crime drama 
series sponsored by Carter Prod- 
ycts, Inc., made its debut last night 
in behalf of Carter’s Little Liver 
pills. Featuring an original mys- 
tery drama weekly, the program is 
neard Tuesday from 9:35 to 10 
p. m. over 57 stations of the Blue 
network of the National Broadcast- 
ing Company. Street & Finney is 
the agency. 


Eight Renewals 


Eight musical and dramatic pro- 
gams have been renewed on the 
NBC Red and Blue networks. Cities 
Service, Inc., will continue to pre- 
sent its “Cities Service Concert” 
for the 15th year, with the renewal 
effective Jan. 31. The concert 
series is heard Friday from 8 to 
8:30 p. m. over 58 stations of the 
Red network. Lord & Thomas is 
the agency. 


Two for Phillips 


Charles H. Phillips Chemical 
Company has renewed “Waltz 
Time,” heard Friday from 9 to 9:30 
p. m. over 55 stations of the Red 
network, and “Amanda of Honey- 
moon Hill,” aired daily from 3:15 
to 3:30 p. m. over 47 stations of 
the Blue network. Renewals are ef- 
fective Jan. 31 and 13 respectively. 


Watkins Continues 


Effective Jan. 13, R. L. Watkins 
Company has renewed “Orphans of 
Divorce,” heard daily from 3 to 
3:15 p. m. over 47 stations of the 
Blue network, and “Manhattan 


| for 


Merry-Go-Round,” effective Feb. 2, | 


broadcast Sunday from 9 to 9:30 

m. over 39 stations of the Red 
network, both in the interest of Dr. 
Lyon’s toothpowder. 


Others Renew 


Bayer Company, effective Feb. 2, 
has renewed the “American Album 
of Familiar Music,” heard Sunday 
from 9:30 to 10 p. m. over 65 sta- 
tions of the Red network for Bayer 
aspirin. Anacin Company will con- 
tinue to sponsor “Easy Aces,” heard 
Tuesday, Wednesday and Thursday 
over 54 stations of the Blue net- 
work, from 7 to 7:15 p. m., and 
Bisodol] Company has also renewed 
“Mr. Keen, Tracer of Lost Per- 
sons,” heard on the same days in 
the following quarter hour over a 
49 station Blue network. Blackett- 
Sample-Hummert is the agency for 
the seven programs. 


Squibb Goes On 


E. R. Squibb & Sons has taken 
ver “Golden Treasury of Song” in 
behalf of its dental cream and tooth- 
powder. The program, aired daily 
from 3:15 to 3:30 p. m., was intro- 
duced three weeks ago as a 
laining program by the Columbia 
Broadcasting System. Forty-three 
CBS stations carry the broadcast, 


OLL UP SALES 


through millions of boys and 


girls who want ROLLER SKATES. —“ €7 


\ 
A” natural” for any promotion Bom 
.. @ product of universal aad 
appeal plus powerful publicity 3 - TiWe 
he Pig Oly MPic 
with America’s skating idol! SKATING 
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<< ROLLER SKATES 


Exclusive patented features 

in “Priced-Right” quality 
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PREMIUM & PRIZE 
use. Complete campaigns. 
posters, etc. For plans and 
details, write manufacturers 
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seven of them carrying it only on 
Wednesday. Geyer, Cornell & 
Newell is the agency. 


Bran Flakes Back 


General Foods Corporation 
renewed “Young Dr. Malone,” 
behalf of Post Bran Flakes, 
tive Jan 6. The series is 
daily from 2 to 2:15 p. m. 
CBS stations through 
Bowles. 


has 

in 
effec- 
heard 
over 83 
Benton & 


Colgate Adds Stations 


Colgate-Palmolive-Peet Company 
has added 23 CBS stations, making 
a total of 63, to the network for 
“Woman of Courage.” The daily 
serial, aired from 10:45 to 11 a. m., 
is placed in the East by Ted Bates 
Octagon products, and in the 


West by Sherman & Marquette for 
Crystal White. 


Dutch Boy on Coast 


The National Lead Company, 
Francisco, will sponsor the “Answer 
Auction” program over the Co- 
lumbia Pacific Network Thursdays 
from 9:30-10 p. m., PST, for 30 
weeks beginning Feb. 13. Dutch 
Boy products will be advertised 
through Erwin, Wasey & Co., San 
Francisco. 


San 


White King Soap Renews 


The Los Angeles Soap Company, 
maker of White King Soap, has re- 
newed sponsorship of “News, Knox 
Manning,” over the Columbia Pa- 
cific Network, Monday through Fri- 
day, 2:30-2:45 p. m., for 52 weeks. 


Raymond R. 
Los Angeles, 


Morgan Company, 
is the agency. 


“Silver Theater” Continues 


International Silver Company has 
renewed the “Silver Theater,” ef- 
fective Jan. 5. The dramatic pro- 
gram is aired Sunday from 6 to 
6:30 p. m. over 56 CBS stations. 
Young & Rubicam is the agency. 


Wilson Succeeds Knudsen 
Charles Erwin Wilson, formerly 
executive vice-president of General 
Motors Corporation, has _ been 
elected president to succeed Wil- 
liam S. Knudsen, who is serving 
on the National Defense Board in 
Washington. Mr. Wilson joined 
General Motors in 1919 following 
10 years of service with Westing- 
house Electric & Mfg. Company. 


Smith Heads Publishers 


Robert L. Smith, general man- 
ager of the Gazette, Charleston, 
W. Va., has been elected president 


of the West Virginia Publishers’ 
Association. Other officers, who 
were re-elected, are: vice-president 
and treasurer, Col. J. H. Long, 
Huntington; vice-president for 
weekly publications, Herman P. 
Dean, Huntington; and secretary, 
James W. Weir, Elkins. 


“Legion” Issues ‘Bulletin 


American Legion Magazine will 
distribute to Legion post com- 
manders a four-page monthly 
bulletin, entitled “Top Kick.” The 
bulletin will contain an advance 
digest of the magazine’s contents, 
ideas to help commanders in their 
work and examples of outstanding 
achievements by Legion posts. 


VITAL AMMUNITION FROM OKLAHOMA’S ARSENAL 


* Modern mobilization calls for men, ma- 
chinery and munitions but without an in- 
terminable storehouse of natural resources 


behind such preparations, national defense 


would be but an empty phrase. 


In today’s emergency, Oklahoma is 


vember 1939... 


that storehouse. Oklahoma's lead and zinc 


mines rank fourth among all states in 


annual production. The army needs lead. 
Oklahoma’s cotton fields produced in 1940 


the greatest crop since 1933. They clothe 


the army in khaki. 


fields produced a crop last year eight mil- 


Oklahoma’s wheat 


lion bushels above the ten year average. 


The army needs bread. Oklahoma's oil 


fields last year produced three and a half 


times the output 
mechanized army needs oil. 


of Rumania. 


The 


Oklahoma City is the hub of this huge 
ammunition dump. Already the effects of 
increased demand for its market's products 
are reflected in retail sales figures... 
November 1940 sales up 12% over No- 
November 1940 sales up 


THE FARMER-STOCKMAN ® MISTLETOE EXPRESS 


3% over the previous month. 

Cultivate Oklahoma City during the 
next twelve months. It is a basic market 
which can be expected to deliver above 
normal returns to advertisers during these 


days of “defense order” activity. 


THE DAILY OKLAHOMAN 
OKLAHOMA CITY TIMES 


THE OKLAHOMA PUBLISHING COMPANY 
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» a alae ae ) 
chuseits. Pennsylvania, Ohio, sy $1,970,560. ) ° ina e KFEL Issues Booklet Nu-Gloss Names Baker 
a Se ther signs, $5,725,835. (1937: | Mf ne Li | 
Michigan, Indiana, Kentucky, $5,375,727 agdazl e g Denver, has published a! Nu-Gloss Mfg. Company, New 
—_ , , a fe) , , p . L B: k . C 
Ilinois, Wisconsin, Minnesota, | Cards and posters, $2,359,436. | for 1940 Up 25 % lavishly illustrated booklet entitled York, has named Lynn Ba er om- 
: : ‘ 740 37: “Denver Personalities’ which pic- | pany, New York, to handle adver- 
M lowa. K 1 (1937: $1,584,105.) n aT ¢ 
Missouri, Lowa, ansas——i45o0 | : ee seal ea oe wansee wattle 3 as | tisin of its after-shampoo rinse 
t ersons active at g 
. : oy, | Signs and advertising novelties ver ast ear ures persons < | ee ag I Ne cor 
owning their homes 83% ‘not reported in detail, $3,700,090 well as those whose programs are | which = e so oe 7 
. ’ ~, ’ ’ ! ~ . : . . : eatin 
. : f : haf sas P ace , >| br sti steners the |outlets beginning in February. 
owning automobiles—-100% of | and sign letters, $534,992. These! Chicago, Jan. 9.— Paced by the | brought to station listene by 


weekly magazines, which registered 
an increase of more than 12 per 
cent over 1939, national magazines 
wound up last year with an over- 
all increase of 2.5 per cent Over | 
the preceding year, an analysis of 


|two groups were reported together 
/in 1937 with a total value of $4,- 
| 032,672. 

| The industry gave employment 
in 1939 to 17,206 wage earners and 
3,271 salaried workers, who drew 


them your fellow Americans, 
just average, human, likeable 
families that differ from others 
only in the practice of their 


“confidence, affection, and re- 
spect” can be turned to an ad- 
vertiser’s advantage—one mil- 
lion families that, with appre- 
ciation and loyalty, will open 


their pocketbooks AND BUY. 


Profitable sales are ahead in 
1941 when you reach these one 
million families through the 
Our Sunday Visitor—Register 
Unit. The rate is $2.25 a line. 


ei} ties. ae 


THE REGISTER 


Write for “Why Should I?”— 

the booklet of facts about this 

one million family Sunday read- 
ing audience. 


Cc. D. BERTOLET & CO., INC. 
ADVERTIGING REPRESENTATIVE 
oe, 30 N. Dearborn CENtral 0481 

CHICAGO, ILLINOIS 


a. 


ere 


—" NEW YORK OFFICE 

Room 807 110 E. 42nd St. 
Pa A Aa A A NR RR A 
he 
E 


|dustry employed 16,042 wage earn- 
ers and 3,815 salaried workers. 
| Wages paid amounted to $19,181,- 
363 and salaries to $8,129,347. 

_ Expenditures for materials, sup- 
plies, contract work, fuel, and pur- 
‘chased electric energy (exclusive 
|of interest, rent, depreciation, taxes, 
jinsurance, and _ advertising for 
| which data are not collected by the 
Census Bureau) were $32,493,335 


‘compared with $27,753,884 in 1937, 


an increase of 17.1 percent. 
Value added by manufacture was 
given for 1939 as $55,131,885, com- 


pel, with a 1937 total of $47,968,- 


951, a gain of 14.9 percent. 


S. W. Agencies Issue 
| “Information Register” 


| The Southwestern Association of | 


Advertising Agencies has prepared 
an “Information Register” in a ma- 
jnila folder ready for filing which 
‘contains a statement of the pur- 
|}poses of the association, its stand- 
| ards of practice, service standards, 
/complete roster and a separate page 
for each advertising agency mem- 
|ber, giving credit references, bank- 


ing connection, business experience | 


\of personnel, memberships, recog- 
nitions and principal accounts. 
The folder is 


media owners of the Southwest. 


|The folder will be kept up to date 


| with revisians and additions. 


Names Noyes & Sproul 
| Crescent Surgical Sales Com- 
pany, New York, maker of surgical 


blades, has appointed Noyes &| 
Sproul, New York, to direct its 
| advertising. 
Excess to Berk 

Excess Insurance Company of 
America has appointed Harry A. 


Berk, Inc., New York, to handle its 


advertising 


religion. $20,557,406 in wages and $8,167,527 | figures supplied by Publishers’ In-— 
in salaries. In 1937, the 1,001 estab- | formation Bureau as well as those | 
One million families whose | lishments then reported in the in-|supplied direct to ADVERTISING AGE 


indicates. 


which figures are available was 26,- 
391,588 for 1940, compared with 
25,760,396 for the same publications 
during 1939. 

Standard magazines 
total of 219,070 lines during 1940, 


compared with 252,400 lines during | 
of | 


the preceding year, a decline 
13.2 per cent. General magazines 
also showed a loss, dropping from 
7,675,851 in 1939 to 7,390,316 last 
year, off 3.7 per cent. 


being mailed to 


Loss for Women’s 


Women’s magazines, with a 1940) 
‘total of 6,797,936 lines contrasting | 
|with 7,054,655 in 1939, also showed | 


a small loss, amounting to 3.6 per 
cent. 


|gain of 3 per cent for the year, 
their 1940 total being 1,013,587 
jlines, against 984,198 lines during 


|the preceding year, but mail order | 


|}papers, down from 78,955 lines in 
| 1939 to 59,258 lines last year, took 
;a loss of 24.9 per cent. 

The brightest spot in the maga- 
|zine picture was provided by the 
jweeklies and_ semi - monthlies, 
although 


even here gains were 
|spotty, rather than general. As a 
group, the weeklies and semi- 


/monthlies carried a total of 10,911,- | 


421 lines of business during 1940, 
an increase of 12.3 per cent over 
|1939, when their total was 9,714,- 
337 lines. 


Leaves CBS to Join Biow 
Bernard J. Prockter has resigned 
as sales service manager of the Co- 
lumbia Broadcasting System to be- 
come an account executive with 


the Biow Company, New York. He | 


had been with CBS for nearly 12 
years 


Total linage in the magazines for | 


carried a. 


|Mutual Broadcasting System. Brief 
' sketches accompany each picture. 


has been sold exclusively to beauty 
isalons in the past. 


“T heard about 


Oxydol over 
W MBD! 


I tried it and 
it’s grand!” 


important 


one 


representing 


buyer in Peoriarea. 


|The practical farm housewife is an 
Outdoor publications registered a | 


of the nation’s 


most prosperous farming communi- 


ties. 


An almost 50-50 balance be- 


tween this farm market and thriv- 
ing industry make Peoriarea, with 
a population of over 610,000, an 
unsurpassed market for practically 
everything. WMBD, its ONE dom- 
inant station giving complete cov- 


erage, is ideal for testing 
ANY Radio Sales 
campaign 
effectively. 
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Best Educated Are 
found Most Likely 
to Answer Queries 


Interest in Subject of 
Questionnaires Also 
Important 


| 
New York, Jan. 9.—The two 
main factors influencing returns) 
from mail questionnaires are in- 


terest in the topic being investi- 
gated and the education of the re- 
spondent, according to a_ report 
published in the most recent issue 
of The Journal of Applied Psy- 


vestigation, which Crossley, Inc., 
was commissioned to make for CBS, 
were that families which listened 
to the show constituted a more ex- 
tensive market for the product than 
non-listeners, and that frequency 
of listening exerted a potent effect 
upon the buying habits of families. 


SKF to Geare-Marston 


SKF Industries, Philadelphia, 
maker of ball and roller bearings, 
has appointed Geare-Marston, 
Philadelphia, to direct its advertis- 
ing. 


‘Blair Branch Moves 


The St. Louis offices of John 
Blair & Co., nafional radio repre- 
sentative, have been moved to the 
Paul Brown bldg. 


Ford to Start : 
Production on 
6-Cylinder Car 


Detroit, Jan. 7—While no official 
comment is available, the long- 
rumored Ford six-cylinder car ap- 
pears finally to be approaching 
realization. It will be a matter of 
only a few weeks before dealers 
will be making deliveries, according 
to the way production plans are 
shaping up. Regular production 
was slated to start this week, since 


|several hundred of the new engines|erence for 
Plans are | 


already have been built. 
said to call for 600 Sixes daily by 
the end of this month, which would 
be considered full 


schedule, at | 


least until public reaction registers. 
Announcement of the new car ob- 
viously cannot be expected until 
dealers have been sampled and de- 
liveries can start. 

No change in body or chassis is 
understood to be involved. In other 
words, the six cylinder engine is to 
be offered in the standard body 
types that now comprise the three 
Ford series, the Special, the De- 
Luxe and the Super DeLuxe, all 
powered with V-8 engines. The 
new car will serve to broaden the 
Ford market in two ways, by ap- 
pealing to buyers who have a pref- 
six cylinders and by 
providing a lower price range. 
There is no intimation as yet of 
prices for the Six. An indication, 
however, may be had from com- 


parison of the differential between 
sixes and eights of other makes. 
Pontiac, for example, lists its six 
cylinder models an even $25 under 
the eights. 

This will be the first time Ford 
has offered a six cylinder car since 
he built the Model K, back in 1906. 


R. W. Downes Promoted 


Robert W. Downes, who has been 
with National Gypsum Company, 
Buffalo, since its incorporation 15 
years ago, has been appointed 
director of sales. 


Reply-O Products Moves 


Reply-O Products Corporation, 
New York, has moved to 150 W. 
22nd street, where it is occupying 
an entire floor. 


chology by Edward A. Suchman 
and Boyd McCandless of Columbia | 
University’s office of radio research. | 

The report is one of 21 articles | 
in an issue devoted solely to radio | 
research. Guest editor for the issue | 
was Paul F. Lazarsfield, director 
of the Columbia department. | 
Among the other authors repre-| 
sented are Frank Stanton, director | 
of research, Columbia Broadcasting | 
System; Horace Schwerin, research | 
director, Raymond Spector Com- 
pany; and Malcolm Rollins, promo- 
tion director of Cosmopolitan. 

The Suchman-McCandless study 
is an attempt to get a _ scientific 
answer to the question: “Are the 
people who answer representative 
of the whole group to whom the 
questionnaires were sent?” Their 
technique was first to conduct aj| 
mail survey, and then to follow up 
all the people on the mailing list 
who did not answer. 


Education Important Factor 


Through studies in New York 
City and Iowa City, it was found 
that better-educated women answer 
more questionnaires than their less 
literate sisters. Interest in the sub- 
ject under investigation was found | 
to be an equally important factor. 

Answers were finally obtained 
from 90 per cent of the original ad- 
dressees, by following up the mail 
survey with telephone calls in lowa 
City and additional letters in New | 
York, thus decreasing the bias re- 
sulting from the fact that the in- 
telligent or interested group domi- 
nated the replies from the first | 
mailing. 

The authors conclude that use of | 
the follow-up technique “suggests | 
that instead of increasing the orig- | 
inal size of a sample in order to 
secure a response of a _pre-de- 
termined size, the research worker 
send out a second and possibly a 
third request for a response to 
those who have not answered.” 

Confirmation of these disclosures 
was supplied in a following report 
by Mr. Rollins, who reported on 
his use of the follow-up technique 
among magazine readers. He stated 
that “the method of double ques- 
tioning a smaller list, rather than a 
single approach to a larger number, 
seems to offer some very practical 
advantages.” 


Radio Influences Sales 


Mr. Stanton reported on the sales 
influence of a radio program spon- 
sored by an unnamed food adver- | 
user. Two markets were selected 
in which all sales factors were ex- 
ictly comparable except that the 
sponsor’s program was heard in 
me city and not in the other. It 
Was found that sales were 88 per 
‘ent higher where radio was used. 

Other conclusions from this in- 


Cs 


COSTS LITTLE— 
ACCOMPLISHES MUCH! 


A small ad inserted in the leading 
Colored newspapers of America 
costs very little and will help open 
up new fields for your product. 
Remember, Fourteen Million Ne- 
groes spent over Two Billion Dollars 
lest year. Write today for full 
details. 


EDWARD A. BAKER CO. 


PUBLISHERS REPRESENTATIVES 
457 Book Bldg.—Detroit, Mich. 


Tey re AM Eyes for Good Ad verlising on 
GHAMPION PAPER 


Well conceived and well executed selling literature gets every- 


one’s attention ...and holds it. Advertisers find better grades 


of printing are becoming increasingly productive as homes 


and business get more money to spend for quality goods. Cash 


in on today’s conditions by selling better literature, and pro- 


ducing it always on Champion paper. In this outstanding line 
there is a grade for every job, whether you require coated 


or uncoated book, offset. envelope, cardboard, or posteard. 


THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 


MILLS AT HAMILTON, OHIO .. . CANTON, N.C... . HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 


NEW YORK - CHICAGO - PHILADELPHIA - 


and Tablet Writing .. . Over 1,500,000 Pounds a Day 


DISTRICT SALES OFFICES 


CLEVELAND - 


BOSTON - ST. LOUIS - 


CINCINNATI - 


ATLANTA 
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Gra-Vo Gravy Bows 


| a 
Gravo Company, Michigan City, | Revere Seeking 
Ind., maker of food products, has | 
introduced Gra-Vo gravy in car . 6 . 
Incipient Edisons 
‘Among Shop Men 


tons, the art work of which was | 
Full Pages Announce 


done by Ebby Hawerlander, Michi- | 
gan City News Dispatch cartoonist, 
$10,000 Contest for 


and one of the officials of the com- 
pany. The product is a prepared 
gravy mix. 


Bruck Shifts Funt 


Allen A. Funt, formerly director 


of copy, has been appointed an | 
account executive of Franklin 
Bruck Advertising Corporation, | Metal Workers 


New York. 
| New York, Jan. 7.—A_ $10,000 
|prize contest for metal workers | 
submitting inventions or ideas | 
which contribute most to speeding 


Do up the national defense program 
Something was launched today by Revere 
Copper & Brass, Inc. | 

The Revere Award, carrying a | 

$5,000 first prize, was announced in 

full-page space in eight newspapers 

Them! here, in Washington and in cities 
where Revere has plants. It will 


We think... that most young 
men dream of owning a hun- 
dred horses in a rag-top 
roadster and of some = sweet 
day when they'll point” her 


also be publicised in Fortune and 
Time and 20 business papers. Labor 
publications may also be added to 
the schedule. 

Advertising headed “Wanted .. . 


over the hills to hellengone. 


and dream .. . do something we wo so 
to them. Use right advertis- 
ing... find new thrills in the 
business of moving goods off 


of dealers’ shelves . . . BUY 


your dividends! 


OREN ARBOGUST 


ADVERTISING 


“For scientists, there is the Nobel wanenance men 
Prize. For engineers, a score of 
awards. But there is no award for | 
the gifted men now working at the | 
lathes, forges and work benches of 
industry.” The Revere Award 
described as “a Nobel Prize for the 


* * 


Is 


We think most girls dream of New Fultons, Edisons and Chrys- 
a day when they'll wait in the lers” featured a message by C. Don- 
doorway of a cottage white, ald Dallas, president of Revere. 
on a lane, with vines and He pointed out that as many ideas | 
“sa a — ae and inventions come from “the men ‘I care ci Be bor y Sinton ie ae 
world: dreams run it! If, at the machines of industry” as cana al genive am tot Ave he rrp, the Navy and 
and when, you advertise, stir from scientific laboratories or the the Revere As Hamam diddy 
them up down deep! Make drawing boards of engineers. tw As . P 
| them understand and shut {7 Med Award os. 5s Lamm 
their eyes and wish and hope “Nobel Prize for Workmen” The Revere A ; 


Two or more men may cooperate in an 


. 


entry 


INDUCEMENT TO GENIUS IN THE SHOP 


7 REVERE AWARD 


for Wage Earners in America’s Metal Working Industries 


usaassnenmmmecae 


* 


Full-page newspaper advertisement which announced the Revere award for wage 
earners in the metal working industry. 


workmen in America’s metal work- | 
ing industries.” 

Before announcement of the con- 
test, the plan was submitted to 
Sidney Hillman, labor representa- 
tive on the Defense Advisory Coun- 
cil. Copy asks that all entrants 


Thirty N. Michigan Ave. 
CHICAGO ideas to the defense board, and says 
“the Defense Advisory Council 
would appreciate the cooperation 
of men in industry in bringing the 
Revere Award to the attention of 
all men who might be interested.” 
The jury which will make the 
award not identified in the ad- 
vertisement, but it was learned 
that distinguished representatives 
of labor, science, and the army 
‘and navy have consented to serve. 
|Mr. Dallas will also be a member, 
|but will vote only in case of a tie. 
| Representing labor will be Robert 
J. Watt, A. F. of L. leader, who 
represented American labor on the 
‘International Labor Organization 
jat Geneva and was appointed by 
|President Roosevelt a member of a 
‘committee to study labor relations 
in Great Britain and Sweden. 
Representing science will be 
Henry T. Heald, president of the 
Illinois Institute of Technology. 
From the navy will be Admiral 
Joseph Strauss, retired, World War 
hero and inventor of the turret 
system of mounting guns on battle- 
ships. The army member will be 
Gen. Frank Parker, retired, com- 
mander of the First Division of the 
A. E. F. and a member of the ex- 
ecutive and defense committees of 
the American Legion. 


No Further Advertising 


IS 


SAN ANTONIO 
TEXAS 


The contest closes April 30, 
|;winners are expected to be 
j}nounced June 1. No further ad- 
vertising planned, but a_ poster 
for employe bulletin boards, entry 
blanks and a booklet describing the 


and 
an- 


Is 


a ” award are being distributed. 
PZ ~~ St. Georges & Keyes is the Re- 
> Mesh vere agency. John C. McManemin, 


iJr., copy chief, is credited with de- 
|veloping the idea and writing the 
pawn 


Rex Wadman Adds Duties 


Rex W. Wadman, Diesel Progress, 
president of the National Business 


Papers Association, has assumed 
full administrative duties of the 
association following the resigna- 


tion of Frederick S. Sly 
istrator 


as admin- 


Terminal to Erwin, Wasey 


Airlines Terminal, Inc., New 
York, has appointed Erwin, Wasey 
& Co., New York, to handle adver- 
tising for the new terminal at Park 
| avenue and 42nd street. 


SAN ANTONIO, TEXAS 
e REPRESENTED NATIONALLY By EDWARD PETRY § CO. 


W. 


consent to the submission of their | Gail Fitch to Army 
Gail 


Fitch, vice-president in 


charge of advertising of F. W. Fitch 
Company, Des Moines, will be in-| business as a private consultant t 


| ducted 
}one year’s service. 


into 


the army Feb. 


His work will 


10 for 


January 13, 194) 


ee 


Expansion to Be 
1941 Keynote of 
Marshall Field 


New York, Jan. 7.—The succesg 
of Fieldcrest domestics in a reg. 
tively short period has encouraged 
the manufacturing division of 
Marshall Field & Co. to expand the 
scope of 1941 promotion for aj 
manufacturing departments, nota- 
bly the Zion lace curtain division, 
it was announced at the annua] 
sales meeting at the New Yorker 
here recently. The Zion campaign 
will appear in leading women’s 
| magazines. 

The blanket department of the 
|domestics division announced that 
|all-wool blankets will be added to 
| the present output of cotton and 
| part-wool blankets, including 
| Fayon-content blankets. The new 
|all-wool product will be sold to fit 
‘into three different retail price 
‘ranges. An entirely new kind of 
wool blanket will also be offered 
retailers during the coming season, 

All of the blankets will be pre- 
sented in new style boxes and with 
new labels. The new style of boxes 
for Fieldcrest is another step in the 
labeling and boxing program for 
Fieldcrest domestics begun early 
this year with striped containers 
for Fieldcrest, Wearwell, Golden 
Gate and Duracale sheets. 

Luther H. Hodges, general man- 
ager, told the assembled salesmen 
that while a certain amount of 
flexibility is essential in a troubled 
world, Marshall Field & Co. will 
keep pace with a rising sales curve 
with an adequate promotion and 
production program. 


Weiss Heads Own Office 

| E. B. Weiss, for seven years vice- 
|president in charge of new business 
of Grey Advertising Agency, New 
York, has resigned to head his own 


His service 
development 


advertising 
will include 


agencies. 
the 


of 


'be handled during his absence by | new business programs and _ plans 


F. 


W. 


officer's. 


the 


Iowa 


Fitch, 


National Guard. 


president, and other 
Gail Fitch is a captain in | counts. 


for present and prospective ac- 
The Grey agency will be 


a client. 


NO MORE COIN-TOSSING FOR SPACE-BUYERS! 


INOW —YOU CAN GET 97.5% COVERAGE OF 
A “MUST” MARKET IN OWNS NEWSPAPER 


can reach 97.5% of this city’s 53,000 families every day . . 


Now, by using The Syracuse Herald-Journal exclusively, you 


. with- 


out duplicated circulation and at lowest cost per reader. And you 


reach 50,000 additional families in the Retail Trading Zone— 


better than 7 out of 10 coverage outside the city. Consult your 


Paul Block representative. 


OVER 


Central New York's Greatest Neu spaper 
THE SYRACUSE 


100,000 


HERALD-JOURNAL 


DAILY 


CIRCULATION 
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Promotion 
Review 


ee a ec N= meen 
“The Better Way,” which an- 
ounces itself as “published by Cos- 
politan Magazine for the amuse- 
nent, interest and edification of 
jyople in advertising,” is living up 
» this declaration on a_ twice-a- 
yontii schedule. Sometimes philo- 
ophical, sometimes humorous para- 
gaphs about people and events of 
gst times and present are put to- 
gether in typewritten form on let- 
erhead pages stapled together. A 
iecorative title is printed in delft 
jue and black. 


Life’s major promotion piece of 
the year, titled “The Pace of Life,” 
s a big job impressively handled. 
About 14x16, the pages are between 
ard covers, ring bound, with stun- 
ning photographs illustrating the 
story of U. S. progress and the fac- 
tors Which have contributed to the 
changes in the pattern of living. 
Life’s progress is told in succeeding 
pages, With its advertising and 
circulation record charted. 

Bo os a 

Invitations received recently from 
the Duke and Duchess of Windsor 
didn't throw their recipients into a 
flurry over sailing dates and lessons 
in bows and curtsies, but they 
caused a lot of conversation. 
were invitations to read the love 
story of Their Royal Highnesses in 
the Chicago Herald-American and 
were followed up with a _ record 
(World Broadcasting) of part of 
King Edward's abdication speech. 
The invitation and record went to all 
the Dukes, Duchesses and Windsors 
in the phone book, as well as to key 
socialites and celebrities, and news- 
boys distributed the formal an- 
nouncements to homes of readers of 
the Sunday or ample Herald-Ameri- 
can, 


KSO- KRNT, Des sete, gives a 

tip on how to whistle while you 
} work, and even provides a whistle 
| to practice with. A single card about 
' 8x10, printed in red and blue on 


stock simulating wood, makes an ef- 


4 } fective background for the short 
}sales message it carries along with 
4 ° . . 

; the whistle, which is pasted in one 
' corner 


Bluest days are best days, accord- 
ng to a promotion piece, from 


> es 


») Harry Latz Service. This isn’t a bit | 
if of philosophy for the silver lining 


department, but an explanation of 
} the marks in the Latz Fish-A-Graph 
a 1941 calendar forecasting good 
and poor fishing days throughout the 
year. The calendar and a message 
} carrying out the plan-ahead idea 
are in white panels on a blue back- 
ground, appropriately decorated 
with fish and line. 


An announcement of Santa’s Sav- 
ing Week came from the San Fran- 
cisco Call-Bulletin in what looked 
to be a big Christmas package. It’s 
‘ single fold of flexible cardboard 
ibout 12x15, covered with bright 
green laminated paper decorated 
vith red-suited Santas and a 
printed ribbon and_ bow. Two 
omy pockets between the covers 
old (1) letters from bank officials 
‘telling the amounts of Christmas 
avings clubs checks to be released 
nd (2) details of Call-Bulletin pro- 
hotion of the week. 

“A Gold Mine for New York’s 
Setter Stores” is the title pressed 
nto the gold French fold cover of 
n elegant piece from the Wall 


en 


—— 


Wouldn’t You Like to Know — 


The inner workings of a woman’s 
mind? Her reactions to your prod- 


uct? Her preferences in dozens of 


™aGtters? The whys and wherefores 
ot her buying impulses? And that 
ttle matter of the wherewithal? 
She keeps no secrets from us. We 


know all! Shall we tell you. too? 


idle (an Setwriee. Sne 
St. Louis, Mo. 


ra 
Ihe (4 


They | 


Street Journal. Inside is another 
French fold of heavy white laid 
stock carrying the selling message, 
and the whole is punched and held 
together with lacing and bow of 
royal blue satin ribbon. 


A piece of promotion which must 
have been appreciated by all who 
received it was a package of Utah 
Sweetheart Celery with a Thanks- 
giving greeting from the Salt Lake 
Tribune-Telegram. The message, 
printed on a single 4x6 piece of 
parchment paper, was packed with 
goodwill, and the gift was a swell 
boost for Utah, as well as for the 
Tribune-Telegram. 


Station WQXR, New York, has 
devised a novel direct mail piece in 


Broadcasting System and Mutual 
Broadcasting System. 

This figure represented a 16 per 
cent increase over the 1939 aggre- 


connection with its merchandising N 

service for a client. Subscribers to ets End Year 
the station’s monthly program book- : “1: 

let will receive in their December With Billings 


issue a facsimile copy of a spot an- r eps 4 
nouncement broadcast over WQXR of $96,455,603 gate of $83,113,801. December bil- 
by Vick Chemical Company, repro- ; hs . lings of the three chains amounted 
duced exactly as used on the air. New York, Jan. 7.—Radio en- to $9,306,845, or 14.5 per cent 
It is printed on Morse International joyed its greatest year in 1940 as higher than the comparable 1939 
Advertising Agency stationery, and all three national networks estab- month when the total was $8,126,- 
marked with the announcer's ac- lished records for time sales. Com- 601. 
cents and pauses. The piece was bined gross billings for the year The following table gives monthly 
designed to give listeners a “behind totaled $96,455,603, according to and cumulative billings for the 
the scenes” glimpse of radio opera- statistics compiled by the National three networks, as well as percent- 
tions. Broadcasting Company, Columbia age increases: 
Dec. “40 
Dec. *40 Dec. '39 gain 12 mos. 40 12 mos. '39 gain 
$4,909,873 $4,279,748 14.7% $50,663,000 $45,244,354 12.0% 


Merrill Anderson Moves NBC 


The Merrill Anderson Company, CBS 3,819,989 3,529,154 2% 41,025,549 34,539,665 18.8% 
New York, has moved to the 2lst MBS 576,983 317,699 81.6% 4,767,054 3,329,782 34.3% 
floor of the Graybar bldg., 420 Lex- 
ington avenue. Totals .$9,306,845 $8,126,601 14.5% $96,455,603 $83,113,801 16.0% 


Among our collection of early Stro- 
bridge Lithographs is this amazing 
poster produced about 1882. The 
imagination of our artist shows a truly 


prophetic vision . . . 


the airline hostess is sheer genius. 


ovER YO YEARS 0 


the inclusion of 


LFW UNITED MONSTER i0VS, 


FOREMOST IN THE 
RANK OF ENERGY 
AND ENTERPRISE. 
COMMANDING 
POPULAR FAVOR 
BY DESERVING IT. 
INTRODUCING THE 
MOST IMPOSING 
ARRAY OF 100 
PICKED ARTISTS. 
FROM THE FAMOUS 
HIPPODROMES OF 
PARIS & MADRID, 
THE PRINCIPAL 
CIRCUSES OF 
AMERICA AND ENG 
LAND, AND FROM 
THE BEST SCHOOLS 
OF EQUESTRIANISM 
THE WORLD CAN 
PRODUCE. 


eel i COMING NODE OF TRAVEL "oA SHIR 


TRENT OMCVS YON CARAVANS IVERGALbx°<OMDE=>, 


NOWINE. HO] 


Strobrid@ has ever been responsive to new ideas, new trends, 
new devetpments; and has been quick to employ and pro- 
mote them.4Not because they were new, but because they 


were good...to the end of making 


posters and displays do a bigger, better 
job for Strobridge customers! 


Strobridge works with advertisers, or 
agencies, or both. Will you call in a 
Strobridge man on your next job? 


Strobridge gets the maximum ouf of 
your copy, both in the way of faithful 
reproduction and utilization. 


From the original American Airlines 
copy, we produced THREE outstanding 
pieces: this striking display; a smaller 
counter card; and, a wall hanger. 


eo 
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Increase of 4% 
Shown for 1940 


YEARLY ADVERTISING LINAGE IN FARM PAPERS 


a 


American-Mariettq 
Poultry and | = - 
Livestock Plans Direct Mail 


Commercial Display —Display— | Commercial Display -—Display— 
1940-——.  -—1939 1940 §=1939 | ——1940 —1939 1940 1939 2 . 
by Farm Papers Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines Lines Paint Campaign 
‘ Monthilies Bi-Weeklies | P , 
Chicago, Jan. 9.—Commercial | American Fruit | Amer. Agriculturist.254.6 185,384 249.2 181,389 25,434 39,792| Chicago, Jan. 6.—An intensifica. 
: : : . P Grower 158.4 71,290 163.5 73,573 --++ | Arizona Farmer ...241.3 182,411 215.9 163,195 1,768 2,781 | ¢; ; j j . 
display linage in farm papers dur- American Poultry Journal | Sanne, Cultivator... .279.6 211,351 282.9 213,904 5,773 4,577 tion of its direct mail effort IS On 
ing 1940 was 4.28 per cent greater Eastern Edition,.240.1 103,002 270.1 115,892 60,501 51,793| Dakota Farmer ....170.6 131,691 140.6 108,572 5.534 3.592 | the 1941 program for the American. 
: : ‘entral Edition ..164 7 575 «28,855 | Far ari ‘ , ics 
than during the preceding year, an} (on'ra! Pasion es asve 6 seese ia6ss iacesl a DE ks gS ele dee ciel |Marietta Company, Chicago, maker 
. | , . . 4 > o¢.8 oe,Ve~e ’ ’ ie a me mm, . . 262.7 205,939 251.6 97,222 5,83: 5,163 | F . 
analysis made by ADVERTISING AGE| {All Editions ....106.8 45,833 124.3 53,315 11,695 10,746 | jaano Farmer ..... 215.8 163,148 199.0 150,475 514 714|0f paints, its salesmen were ad- 
from figures supplied by Publishers’ = ermcny Fite iag o« BBS may ti eg ah 466 ed Indians Farmer's sad Bad |vised at the company’s first na- 
PO ‘ : : etter F ++ 76.2 31,663 82.7 34,738 = www. ne NEE. cs eyice xs ds 132.8 104,141 138.8 108,858 514 3,049 | 4; rant : . ae 
Information Bureau and direct Breeders Gazette...161.7 72,763 172.2 77,498 22,175 21,283) Kansas Farmer ....186.0 141,347 169.0 128,442 16,299 17,055 tional convention in two years 
from farm paper publishers shows. —— Citro- sa - —— | Michigan Farmer...236.9 181,960 200.0 153,581 23,306 23,206| Which ended here yesterday. The 
‘ . se ice graph . 209.8 993 241.2 162,056 -- | Missouri Ruralist ..148.0 112,517 128.2 97,415 14,840 14,027 | djrec 1 os ai rj or aos 
The 1940 total for those publica~| Gy) pers Farmer ...316.7 214,704 312.1 212,230 9 4,330 | jeoheaslen Parma; 2979 916886 2488 181893 12688 i300 |Cneee eee COmpnign wil be bulk 
tions included in the tabulation was Country Gentleman. 452.7 307,803 444.2 302,075 9,113 10,555 | +average 4 Editions.319.6 232,681 267.5 195,487 18.970 18,032/around the company’s “Mainten- 
—_—— Se ice ‘arm Journal & New England a aintin Handbook” and ite 
asec lines of pannnroam a a Varmer's Wits... $66.3 tg a 7.812 | Homestead ......220.0 153,961 224.3 156,976 26,582 30,163 ree habs ’ : - lini and its 
play advertising, compared with} rarm & Ranch . 260.0 179,313 13,929 14,108| Ohio Farmer ......246.0 188,910 223.3 171,474 12,517 11,952 |!MG@ustrial paint Clinic. 

10,804,670 for 1939. ae — ‘ane 5 peg h vee --+ | Oregon Farmer ....217.9 164,719 206.4 156,013 691 511| “The trade paper program for 
; e . _ : oosier Farmer . 169.8 799 tees “* | Pacific Rural Press ah . or ar 
Monthly farm papers printed a | National Livestock a _.| Northern Edition.375.6 283,979 376.6 284,732 13,096 16,828 1941 will not be curtailed,” saiq 

total of 3,718,067 lines, an increase | __ Producer 44.5 32,417 54.7 9,82 959 1,277 Southern Edition.353.2 267,006 352.3 266,330 14,676 18,282 |Don W. Warinner, advertising man- 

of 1.4 per cent from the 3.667.119 aes mg ec 59.8 26,924 54.7 24,604 ‘ 45 | Penns’lv’nia Farmer.262.0 201,213 224.7 172,600 28,693 24,411 ager All advertising will tres 

7 s . J . ° New Jersey Farm | Prairie Farmer : . Piso 

lines printed in 1939. Semi-month- ; & Garden ae 247.6 111,398 207.1 93,201 | Ill. & Ind. Edition.278.2 202,552 261.9 190,655 6,472 7,606| the value of field men as technica] 

ies i 3 ‘oultry Tribune Rural New Yorker. .224.3 175,870 234.8 184,102 39,298 46,128 | adviser ai ‘ intin 
lies, with a 1940 total of 1,049,932 | Eastern Edition ..298.2 127,936 322.0 138,127 54,593 52,204 | wallaces’ Farmer 357.9 280,574 299.8 235,085 43,713 6,386 advisers on maintenance paint 1B. 
lines, were up 9 per cent from] Central Edition ..214.7 92,118 254.5 109,194 29,884 32,054 | Washington Farmer.221.2 167.197 206.5 156.096 614 756 The company, which has re- 
ir “ . | Western Edition. .161.0 69,067 190.0 81,528 14,795 14,159 | Wigconsi =} j > j tris ai 
st when their total was 963,636 | Pacific Edition 175.3 75,225 206.6 $8,649 18,468 18,901 | Agricelteriat 220.2 172,614 195.4 153,166 7,926 10,918 ee gather x sbled allay oemere lh ro 

ines. fALL Editions 148.2 63,56 73 74,274 12,483 10,527 mene ; * ’ n 

Bi-weeklies accounted for 4,095,- | "resressive Farme: | Total Group 4,095,338 3,812,110 313,748 342,858 |of three household paint items, con- 
; “a geet Carolina-Va, Ed'n.287.6 209,398 261.6 190,46 5,139 4,601) Weeklies er . a : ' 

338 lines in 1940, compared with! eorgia-Ala. Kd’n.288.8 210,255 257.7 187,630 3,973 3,579 Capper's Weekly 42.3 94,842 37.7 84,426 13,276 13,055 sisting of house paint, interior wall 
3,812,110 in the preceding year, for | peo ky-Tenn. Ed.271.9 197,957 249.8 181,820 4,110 3,673 | Dairymen's League finishes and decorative enamels, 
: ae Mississippi Ed’n...275.5 200,530 249.9 181,894 5,864 = 4,589 BE: Se vanubbes . 58.8 42,789 64.1 46,670 4,419 3,835 | whic j iin 
an increase of 7.4 per cent. Week- | Texas Editions 205,463 261.6 190,46 7,786 5,514 | Semi-Weekly Farm News which will be promoted by Cireet 
lies showed the only loss as a | ao mg oy 170,012 211.1 153,709 + ae Friday Edition .. 26.5 62,886 30.0 71,191 2,858 2,988 |Mail through distributors. 

j . tAverage 5 Ed'ns,281,2 04,721 256.1 186,454 37 3g Tuesday Edition... 17.1 40,692 16.0 38,026 2,617 2,977 Sz rN" 

group, dropping 0.9 per cent below | couin'n Agriculturist.166.9 116,824 169.3 118.489 2.516 2.116 | Weekly Kansas tus Star ; , A Ses ayy reine sina 

1939 levels, with a 1940 total Of | Southern Planter...209.3 146,521 173.6 121,496 6,685 6,116 | Missouri Edition.. 68.1 167,732 69.9 172,229 15,237 13,506 | #0 which the five men showing the 

408.941 lines and a 1939 total of | Successful Farming.449.8 202,429 436.4 196,360 6,613 894 | — aa oo greatest increase in 1941 sales over 

ili Wyoming Stockm: al G 2,552 38,407 36,35 “wa 

412,552 lines. Dailies gained 2.4| farm. 62.3 55.838 69-4 one 3924 2.224] pallies cata 112,552 38,407 36,358) 1949 for the first four months will 

er cent, from 1,949,253 lines in | Chicago Daily each be awarded a 10-day fishin 

P ‘ i “ Total Group 718,067 BHT119 SVT8T9 312,787 Drovers Journal. . 238 507,121 229.7 488,786 139,678 122,780 ip i North w ; ith = - 

1939 to 1,995,636 lines in 1940. | sence aia tener id) 38 trip in the North woods with al] 

| | ansas j 5 P : : 

| Semi-Monthlies Drovers Journal 245.8 522,084 242.2 515,467 106,440 90,094 expenses, including guide, cook, 

| Ader ~ kman -_ ; + 407 + 4 senaes sae , pes — Daily aa a4 006 etc., paid. Three large inflated rub- 
oard’s airyman. .23! 74,273 248.6 0.98 6,016 21,327 Journal-Stockman,.263.9 661,600 264.2 562,234 7,755 134,809 = fos — P ; P 

Foley Promotes Morgan = witmourt Farmer... ons ‘Tries 307.0 s3es7 ase 6586] Be cee pockman. 'ber balls painted black with a large 
Albert E. Morgan, art director of | Mont#na Farmer . 220.5 coor core come SAA 18,557 | Stock Reporter ..189.8 403,831 179.9 382,766 84,892 68,981 | “8” on them will have to be carried 

1 é “re *Ore. Grange News.173.1 93,561 145.7 163,226 - P P ; » i 7 

the Richard A. Foley Advertising | Utah Farmer 160.7 121,490 145.0 109,604 14,443 7,696 Total Group 1.995.636 1,949,253 478.765 416,664 at all times in the car of the three 

Agency, Philadelphia, for several} Western Farm Life.200.9 157,512 152.7 119,720 27,288 96,691 | — salesmen with the smallest current 

years, has been made _ vice-presi- — *Supplied by publisher sales. There is a $5 penalty if they 


dent in charge of production. baltic 


963,636 93,403 


*Not included in total, 


are caught without the ball. When 


itty, 


* quailty 
aE ADDUCTIONS 


Co., Los Angeles, 
FOLDERS advertising. J. C. 
BOOKLETS count executive. 
CATALOGS a 
enene “You” Adds Weeks 
WORK ™ shee 
srecuunts Robert J. Weeks, 


Crowell - Collier 


LAUREL PROCESS CO. 


480 Canal Street, N.Y.C. Walker 5.0526 | Charge of the New 


tory of You. 


Publishing Com- 
pany, New York, has been placed in | tourist. advertising organization, as 


M-Dex Appoints Golden Gate Fair 


M-Dex Corporation, Los Angeles, 
has appointed Guenther Bradford & 


Rated $71,599,925 


to handle its | 


Conway is ac- . yf 

ys «- Tourist Attraction 
| San Francisco, Jan. 7.— The 
|Golden Gate International Exposi- 
formerly with tion of 1939-40 has been rated by 
|Californians, Ine., San 


England terri- |g $71,599,925 tourist attraction to 
California, that sum _ representing 


the difference between tourist ex- 
penditures in 1938, considered a 
normal year, and the amount spent 


\fair years. 

“The exposition on Treasure 
Island was a wagon to which we 
hitched the advertising star,” re- 
ported John F. Forbes, president of 
Californians, Inc., in a summary to 
members. “We told its story as 
leffectively and as often as possible 
in paid advertising space. 
came to see the show 
California. The money they ex- 
| pended here stimulated business 
throughout the state. New friends 
| were made, ‘repeat’ prospects culti- 


and to see 


vated. The value of consistent, 
appealing advertising was clearly 
shown. Sixteen years of such com- 
munity advertising had prepared 


the way for the exposition. During 
|those years the advertising helped 
|bring 12 million tourists to north- 
‘ern and central California.” 

In summarizing the benefits from 
the 
years of 1939-40, Mr. Forbes re- 
called how California had _ pio- 
;neered in community advertising to 
attract visitors. In the 


states are competing in this adver- 
|tising. They are spending $5,475,- 
|800 for the patronage of the tourist. 

The future of travel throughout 
ithe United States is 
‘according to the Californians, Inc., 
|findings. Money for armament is 
percolating through our economy, 
and travel for pleasure and educa- 
|tion should increase as the national 
income rises. 


Now Glasser-Gailey 

Glasser Advertising Agency, Los 
Angeles, has changed its name to 
Glasser-Gailey & Co., with P. E. 
Gailey, vice-president and account 
executive, being made a _ partner. 
| a 


Son De Regger Moves 


| The Son De Regger & Brown 
| Advertising Agency, Des Moines, 
has moved to 604 Register and Tri- 
|bune bldg. 


Francisco, 


| 


| 
| 
| 
| 


|elected. 
by tourists in the state during the | 


People | 


tourist during the exposition | 


current | 
|year, 1940-41, his report shows, 46 | 


favorable, | 


they climb “out of the cellar” they 


ABC Announces ‘will be notified by wire to whom 
to send the ball, shipping charges 


New Members a 
Advertisers and their official rep- be ect. 


resentatives just elected to mem- KMNMJ to Headley-Reed 


bership in the Audit Bureau of tee 
Circulations are: 20th Century Fox Station KMMJ, Grand Island, 
has appointed Headley-Reed 


Film Corporation, New York, | Neb., 
Charles E. McCarthy, director of |Company national representative. 
publicity; Doughnut Corporation of 


America, New York, J. I. Sugar- 
man, advertising manager; and 
Monsanto Chemical Company, 
James W. Irwin, assistant to the 
president. The Walsh Advertising 
Company, Windsor, Ont., Thomas 


E. Walsh, president, also has been 


Pacific Builder & Engineer, Se- 
attle, has been elected to ABC under 
the business paper classification. 
Woman’s Day, New York, has been 
elected under the magazine classi- 


fication. Daily newspapers elected 
include: Times and Daily Mail, 
Bedford, Ind.; Morning Dispatch, 
Roswell, N. M.; Star, Anniston, 
Ala.; Herald, Portsmouth, N. H., 
and the Times, Amarillo, Texas. 


Weekly newspapers just elected in- 
clude: Free Press & Penetangui- 
shene Herald, Midland, Ont.; Prog- 
ress, Chilliwack, B. C.; Sentinel, 
Kamloops, B. C.; News, Vernon, 
B. C.; Herald, Penticton, B. C.: and 
Courier, Kelowna, B. C. 


Coombs to KARM 


Clyde F. Coombs, of Columbia's 
sales department in San Francisco, 
has been appointed vice-president ae 
and station manager of KARM, ae: ‘ r 
CBS station in Fresno, Cal. 


rou : 
sm one campaign 


PACIFIC GRANGE FARM GROUP 


Mills Building, San Francisco 
Representatives : 
J.Wm. Hastie, N.Y. + F.E.M.Cole & Son, Chicago 
Duncan A. Scott, Pacific Coast 


- 


UNDERWOO 


241 E. ONTARIO ST,, CHICAGO 


UNDERWOOD & 


319 E. 44th ST., N. Y. C. 


J 


\4 


‘* ee iy 

ee — 

fis. Z 
Wes 

oe 

; 

Be 4 

Bs. 

: A 
aati ti 
re as y 
ey : tc 
re oor is 
| ; S Av mm 
f | Ree tg | 

Eta IS ee 
. Te sq ‘SS Ii 
oes | s] 
see : 
ae 7 ~ fe . FT bo | ) 

: i. = oO ; ; . 

a _ > = , ae Pe 
ay ee = :/ Hit Top Buying Power! 
= E OR : Grange Farm Group advertis- 
— \ ing is the open door t© more 

_ a aa\\S sales in the Pacific Coast farm 

s. se market. 86,000 prosperous re- 
) . x : eo sponsive Grangers read the Ore 
— 2s . gon Grange Bulletin, California 
ial | . } Grange News, Idaho Grange!, 
27> ee Washingto® Grange News: Hit 
peor this top buying powet with one [ 
, e a ill , bp a ™ u 
Ng DoY tii ie | 
: ie . | i 
o 7 : 
coveros® | © a 
a qyation ® | 
ot 734 Moa h yt rhe Rares = 
| \0 NV encour? : ,ran piste: Ve ' . 
' > : WN. > xo wert 
= 3 7” . 
| = — \ A. gin - 
} ’ i : sok C ‘ o , \ ie a ‘ 
ne .\. . a , \\ Tine q a - E "4 . - fo ae ek wr \ 
Kee ' \\ xis. 10 . | ° a a 4 sea ne? my ener gioto® on? we | 
as ¥ \wd Q eset rig a ne wer - ww » 4 
| 2 pie Fee ' <n he 0 07 it O - 
oe - ook * orn oe PT 
se mporizee son » ‘ gene citi” aa al 
4 Gyro « Aw 4 C. Ww \idet grotto a TURES \ \n ol a , 
; po ON AXMe ag OUTER, cue Oh | cnn en aa 

Keprere™ RAD INT ‘ ee See it 
a. a a, ee 

‘am \ Pr _ 
he Sa gaara ie Pa 
e.. a oat ar >. Patty ' hae we 

Lee ey ome aie a : 
ES aa ee he 7 \ ane x “ ; ‘pee ae s 
% 5 ae ee i eee ar ee * = ' 
Seed or on hy Cok Cy _ re ” 4 _* 
i Ae : i a. 7 ice ee “ ti a 
garg Miers See Po. 


january 13, 1941 ADVERTISING AGE 


ee ie. ea 
Get te a 


35 


— 


_ 


EVOLUTION OF AN 


ADVERTISING SYMBOL Flaming Finger 


Newest Symbol 
for Unguentine 


evolution of an advertising symbol 
will reach its climax this month 
,}when Norwich Pharmacal Company 


jis a 


‘motif featured in Unguentine ad- 


vertising in former years. 

Opening insertion in the new 
campaign shows a mother embrac- 
ing a child with the diabolical 


| finger in red suspended above them. 
New York, Jan. 9.—A ten-year | 


“When the Finger of Fire Touches 
You,” the headline reads. Below 


first aid treat- 


'phasized in point-of-purchase dis- 
| play. 

Milton Goodman, partner in 
Lawrence C. Gumbinner Advertis- 
ling Agency, which handles the ac- 
count, is credited with having cre- 
ated the Unguentine flame symbol 
jin 1931. 


brief description of Unguen- | 
|tine’s qualities for 


H. R. Peto Advanced 


‘introduces in national magazine ment. The schedule includes Good 
advertising the “flaming finger,’ a | Housekeeping, Holland’s, Ladies’ H. R. Peto, who has been on the 
dramatic reminder of Unguentine’s |Home Journal, Life, The Saturday a wool Ww Brag a 
‘ utility as an ointment for burns of Evening Post and the Pacific Coast arama te Gackern savertaden 
‘ all kinds. The new symbol is an edition of This Week, The “flam- | manager with headquarters in New 
‘extension of the “flaming girl’ |ing finger’? theme will also be em- | York. 
ace. ue. Par OFF AND 
S Fonerce COuNTAE 
. 
, About ten years ago, our adver- 
: tising agency prepared a series of 
‘ mail pieces for Unguentine, With By 1932, the agency had conceived 
a fortunate premonition of the fu- and developed the idea of illus- 
7 ture, they added a decorative trating sunburn as flaming skin. 
it touch of flame to the Unguentine This illustration was one of a 
n trademark, as shown above. series which appeared in maga- 
_ zines—in the summer campaign 
1! for Unguentine. 
5, 
ct ‘ 
d 
1€ 
er 
iN} 
1g 
1] 
k, 
ie 
Ze 
od 
ee 
nt od 
by In 1935 we commissioned Brad- 
on shaw Crandell, famous “Cosmo- 
py politan” cover artist, to produce a 
m “flaming” girl for our sunburn 
es window display. You remember 
this diving beauty. Few advertis- M\ : 
ing illustrations ever won so much es 
attention and praise. = 
id, ae 
ed * a 
| Three years later The Flaming we 
——— Unguentine Girl was almost a Ss ah 
trademark by the time 1938 rolled “yy 
A, 4 , around. We—not the public—were Yi NN 
a bit tired of her. We asked OU redc 
Bradshaw Crandell to try another 
pose. That gave us the running, 


dancing, flaming girl shown here. 


2 TIMES 


as many Top Income Farmers 


| in America’s No. 1* Market 
WITH 


MIDWEST 
FARM PAPERS 


| ® Yes, even though these farmers pay almost 
TWICE as much per subscription for their Mid- 
west Farm Paper, the records for these 8 key states 
show approximately . . 


During the past year, the concept 
of flaming skin was lifted from 
the field of sunburn into the 
whole field of burns. Many of our 
1940 newspaper advertisements, 
in small space, were illustrated by 
flaming injuries, as _ illustrated 
above. Now look at the large color 
advertisement below and see what 
we have done with this idea! 


COLLINS 
MILLER & 
HUTCHINGS 


CHICAGO: 6 N. Michigan 
NEW YORK: 250 Park Ave. 
DETROIT: New Center Bidg. 
SAN FRANCISCO: Russ Bidg. 


farm subscribers to farm subscviber to P 
. . and why. the Midwest Farm the average National 7 
en years have passed, and now - rt — ae 
the flaming finger pushes its fear- f tel Papers, for every... Farm Paper. 


some way into copy to point the 
merits of Unguentine as an all- 


burn remedy. The cap- 


® Twice as many readers, at twice the subscrip- 
tion price in the top farm market of 1941! What 


purpose 


-* PH tions presented under the five pre- ‘ : 
OTO-ENGRAVERS ceding cuts are those appearing % else need be said? P 
IN CHICAGO below reproductions of the sym- oa 
bols in a sales promotion port- 


% Just 8 states (see map at left), but they receive iz 
over 33% of America’s TOTAL farm income. 
And Midwest Farm Papers cover over 
80% of all these farmers with one schedule. 


folio developed for the company. 
The “flame” part of the symbol is 
always shown in red 
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Canada Dry Boosts 
Promotion Expense; 


Earns $1,002,261 


New York, Jan. 7.—In spite of 
an expansion program in effect 
since 1935, augmented in the past 
year by markedly increased expen- 
ditures for new market develop- 
ment, product promotion and ad- 
vertising, Canada Dry Ginger Ale 
had a net income for the 
ended Sept. 30, 1940, of $1,002,261. 
This is compared with a net income 
for the preceding year of $1,156,704. 

Expansion achievements listed by 
R. W. Moore, president, in his 
annual report show that “whereas 
in 1935 Canada Dry products were 
being produced in only 9 places, 
they are today being manufactured 
and distributed from 85 locations. 
In 1935, the case sale distribution 
of Canada Dry products amounted 
to 3,500,000 cases. Taken at the 
end of the year, the annual rate of 
case sales for the company-owned 
plants and its licensed bottlers was 
approximately 15 million cases. 
The number of Canada Dry em- 
ployes during this period has 
increased from 1,032 to 2,951. 


Big Price Reduction 


“It was realized in the beginning 
that for a number of years a 
rebuilding of the company would 
make it necessary to expend large 
amounts for plant equipment, 
trucks, sales promotion material 
and other types of advertising, as 
well as for the increased personnel 
necessary to carry out the plan 
which has resulted in the growth 
outlined. 


WANTED! 


Artists and advertising layout 
men everywhere to investigate 
the Schmitt All-Purpose Drawing 
Table. It's a 3 in 1 table of high- 

>» est quality, yet in the low-price 
ey by field See it at your dealers or 

/ write direct to 


SCHMITT & CO. 
DES MOINES. 1OWA 


1034 \4th ST PLACE 


year | 


“In carrying out the various steps 
of the expansion program, 
amounts have been expended in 
market development. It is estimated 
that the company has spent at least 
two million dollars in effecting its 
price reduction, in improving the 
service of territories by the inaugu- 
ration of direct-to-dealer delivery, 
in sales promotion, and in the 
introduction of new _ products. 
These expenditures have been ad- 
visable in order that your company 
retain the high place it holds within 
the industry and, where possible 
and desirable, extend its markets 
and increase its facilities for serv- 
ice. 

“During the past two years the 
| program for licensing local bottlers 
to manufacture and sell company 
products in specified territories has 
been gaining sufficient momentum 
to cause the company, for the time 
being, to look in that direction for 
|further expansion. We have, at the 


large | 


;/moment, a large number of appli- | 


bee for licenses, and while all 
‘of these will not mature, it is 
|}expected that many of them will 
complete the necessary arrange- 
iments for production during the 
‘coming year. In the initial years 
‘of their operations, licensees to 
|manufacture company products are 
|given merchandising and advertis- 
|ing support. The total cost of this 
j}aid depends upon the size of the 
market and its profit potentialities. 
In future years the expenditures 
for market development, product 
;/promotion and advertising will 


| depend in large measure on the 
number of bottlers licensed to 
manufacture company products.” 


Caterpillar Tractor 

Net income for 12 months ending 
Nov. 30 was $7,995,237, compared 
with $2,321,825 for the preceding 
year. 
Chesapeake & Ohio 

Net income for 11 months ending 
Nov. 30 was $29,714,519, compared 


with $23,892,220 for the 
period of the previous year. 


| Nash-Kelvinator 


Net income for the year ending 


CLEVELAND AGENCIES 


EXPLAIN THEMSELVES 


What Advertising Agencies Do 


jor the 
COMMUNITY 


Mont ( levelanders may Got know that Cleve 


ly recognized as one of the 


really omportent advertaong sagem) centers of 
y Cleweland busmewes, but adver 
tivers from a large surrounding area look w 
Cleveland agencies tor sales and advertising 
sunset, gad for the creative and productive 
services rendered by these organizations 
The impact on the business lite, on the pay 


rolls, of Cleveland os ummediate and direct Al 


and a howe of others; all these are part of the 


business lite of Cleveland which the advertis 
wg agencies help build 


Agencies make business for Cleveland 


fis He 
ADVERTISER 


The casy way for a layman to understand » hat 
an advertising agency is, is to think of «as a 
group of specialises maintained Cooperauvely 
by ts seweral chen 


These specialises may include men experi 


ced in sales and merchandising methods 10 


With them work specialists in design 
snd production, the men who translate the 
words and the pictures into the printed and 
spoken word 

All these, as the need of each may require 
are at the service of the individual chent 
skills and experience adopted bodily by adver 
Using Managers as expe 
assistance which they obtain most 


rt supplements to thet 
van statfs 


economically by the agency principle 


ettectiyely by nearly atl ce 


and all fellow (Clewelanders 


(ere tee 


SAKER AND BAKER & ASSOCIATES. INC THE GRISWOLD 
G M BASFORD COMPANY 

BATTEN, BARTON DURSTINE & OSBORN INC 
THE BAYLESS KERR COMPANY 
BEAUMONT & BOBMAN INC CARR LIGGETT 
THE CARPENTER ADVERTISING COMPANY LUSTIG ADVERT 
FOSTER & DAVIES INC 
FULLER & SMITH & ROSS, INC MEERMANS INC 


GREGORY & BOLTON IWC 


EDWARD £ HISSHMAN & ASSOCIATES 


‘THE GUBBELL ADVERTISING AGENCY INC 


SUMPEREY PRENTKE & ASSOCIATES 


McCANN ERICKSON INC 


MELORUM & FOWSMITE INC 


Sn Behalf of AU Cleveland ldvertising rhyencies 


ESHLEMAN CO THE WESBITT SERVICE COMPANY 
M10 ADVERTISING AGENCY 
WILLIAM GANSON ROSE. INC 
SCHEEL ADVERTISING AGENCY 
ADVERTISING AL SMITH COMPANY, ADVERTISING 
1SING SYLVESTER & SELTZER 

GORDON VLCHER ADVERTISING AGENCY 
WAGNER & SEAVER 


WILL INC, ADVERTISING 


same |A precedent seems to have been set by this large-size advertisement in the Jan. | 


| issue of the Cleveland Press in which the city's agencies, large and small, joined hands 
in a simple exposition of their place in the business structure. 


| Sept. 30 was $1,505,151, compared | 


Defense Outlay 
in AKRON 


Tops *138,000,000 


Akron district defense spending surged past 
the $138,000,000 mark on December 28th and 


in the opinion of experts close to the scene of 


the rubber capital’ 


s gigantic production effort, 


“we've just seen the beginning.” 


Full magnitude of the government's defense 
outlay here was disclosed in an exhaustive survey 
of local industry by the Beacon Journal and the 


Akron chamber of 


commerce. 


For the first time the survey brought into the 
picture hitherto unlisted millions of dollars in 


orders that Akron 
sub-contract basis 


industry has received on a 
from defense manufacturers 


elsewhere in the nation. 


These “farmed out" orders have not appeared 
in announcements of war and navy department 
contract awards that have been rolling into 
Akron in swelling volume since the president and 
the nation embarked last June on the multi- 
billion dollar defense effort now gaining mo- 


mentum. 


This is just another reason 


efforts in the alert, free-spending 


why you should plan extra sales 
dkron Market. You can 


cover this market completely and economically by using the ... 


AKRON BEACON JOURNAL 


Represented by: Story, Brooks & Finley 


New York, Philadelphia, Chicago, Cleveland, Los Angeles, Atlanta. 


with a net loss of $1,573,524 for the 
12 months ending Sept. 30, 1939. 


Servel 


Net income for the year ending 


Oct. 31 was $2,969,976, compared 
with $2,926,265 for the year pre- 


ceding. 


Addressograph-Multigraph 

Net income for 12 months ending 
Oct. 31 was $1,052,042, compared 
with $837,974 for the previous 12 
months. 


Firestone Tire & Rubber 


Net income for the year ending 


Oct. 31 was $8,652,607, compared 
With $6,722,046 for the preceding 
year. 


W. Va. Pulp & Paper 

Net income for the year ending 
Oct. 31 was $3,670,621, compared 
with $1,095,389 for the 12 months 
ending Oct. 31, 1939. 


Walt Disney Productions 
Net loss for the year ending Sept. 
28 was $1,259,798. 


Schenley Distillers 
Net income for the quarter end- 
ing Nov. 30 was $1,786,457. 


Wesson Oil & Snowdrift 

Net income for the quarter end- 
ing Nov. 30 was $313,466, compared 
with $925,706 for the comparable 
quarter in 1939. 


John B. Stetson Co. 


Net income for the year ending 
Oct. 31 was $143,848, compared 
with $105,944 for the year pre- 
ceding 
Illinois Central 

Net loss for 11 months ending 


Nov. 30 was $97,244, compared with 
a net profit of $1,672,290 for the 
first 11 months of 1939 


Standard Oil of Ohio 
Net income for nine months end- 
ing Sept. 30 was $4,325,576 


Armour & Co. 
Net income for 53 weeks ending 
compared 


Nov. 2 was $8,307,429. 


with $7,012,057 for 52 weeks ending 
Oct. 28, 1939 


H. W. Gossard Co. 


Net income for the year ending 


Nov. 30 was $386,937, compared 
with $391,592 for the previous 12 
months. 

Swift & Co. 


Net earnings for the year ending 
Oct. 26 were $11,183,484. 


Cudahy Packing Company 


a 


Hamilton Watch Company 

Net income for nine months end. 
ing Sept. 30 was $501,473, compared 
with $464,284 for the nine month. 
of 1939. + 


International Business Machines 

Net income for nine months eng- 
ing Sept. 30 was $6,011,779, com. 
pared with $6,590,695 for the same 
nine months last year. ; 


Lambert Company 

Net income for nine months eng- 
ing Sept. 30 was $82,378, compared 
with $1,073,925 for that period jn 


| 1939. 
National Cash Register 


Net income for 12 months ending 
Sept. 30 was $1,992,830, compared 
with $1,997,366 for the same period 
a year ago. 


National Distillers Products 

Net income for nine months end- 
ing Sept. 30 was $3,191,641, com- 
pared with $3,153,180 for the 1539 
period. 


Yale & Towne Mfg. Co. 

Net income for nine months « \d- 
ing Sept. 30 was $882,378, compared 
with $234,804 for that period in 
1939. 


| International Silver Co. 


Net income for nine months end- 
ing Sept. 30 was $500,724, compared 


| with $394,695 for the same period a 


year ago. 


Loose-Wiles Biscuit Co. 

Net income for nine months end- 
ing Sept. 30 was $700,789, com- 
pared with $694,206 for that period 
in 1939. 


_Borg-Wamer Corp. 


Net income for nine months end- 
ing Sept. 30 was $2,237,145, com- 
pared with $2,002,638 for the same 
period in 1939. 


Coca-Cola Co. 


Surplus available for common 
stock after preferred dividends for 
nine months ending Sept. 30 was 
$20,528,888, compared with $22,397,- 
597 for a like period last year. 


Curtis Publishing Co. 

Net income for nine months end- 
jing Sept. 30 was $2,624,080, com- 
pared with $1,921,618 for the same 
|time a year ago. 


Lehn & Fink 

| Net income for the quarter end- 
ing Sept. 30 was $110,502, compared 
with $126,726 for the same quartet 
in 1939. 


Net income for the year ending | Bristol-Myers 


Nov. 2 was $2,116,223, 
with $860,293 for 1939. 
Conde Nast Publications 

Net income for nine months end- 
ing Sept. 30 was $182,004, compared 
with $219,236 for the same period 
last year. 
Gillette Safety Razor 

Net income for nine months end- 
ing Sept. 30 was $1,938,775, com- 
pared with $2,418,360 for the period 
a year ago. 


compared 


| Net income for the year ending 
Sept. 30 was $2,410,062, compared 
|with $2,357,184 for the previous 12 
months. 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing —Mimeographing 
THE LETTER SHOP, Inc. 


440 8. Dearborn St. Wabash 8655 
CHICAGO 


seeking Al salesman. 


probably employed. 


or art service. 


ageney man. To the 


rapher efficient 


white and color. 
fidential. 


Box 3234. 


Advertising Photography 
Salesman 


Leading advertising photography Studio is 


man with a competitive photographic studio 
He may be an art director or 


unlimited opportunity 
organization 
Replies giving experience 
and past connections will be considered con- 
Our staff knows of this ad. 


Advertising Age. New York 


The man we want is 


He may be a contact 


right person we offer 
a famous photog- 


black 


and 


cd 
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eae. many branches of industry; others who are 
a versed in sales promotion, the link between 
ae advertising and sales. Others are expert in the 
= a “a 
1 “4 expluation and chowe of advertising media, 
4 be snd soll others un market research 
Ag ee 
—. tae o shilled « 
oS | though an advertising agency “has nothing 1 Sume of these men are most shilled in preps . 
ay ithinitnn? becaaaenie aia ration of advertising wo consumers; others have 
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Don't Look Now, 
But That New Soap 
Product Is Swan 


(Continued from Page 1) 


agenc) , that agency 
signed the Fels & Co. account last 
summer to make way for the new 
pusiness. The appointment confirms 
an ADVERTISING AGE story of July 
1940, which stated that “Y & 
R has already been designated to 
jirect advertising of Swan but an- 
nyouncement of the appointment 
vill be deferred until Fels & Co. 
elects a new agency.” Fels has 
since named S. E. Roberts, Phila- 


having re- 


”) 
ar) 


delphia. 

Example of Secrecy 
Typical of the secrecy which 
shrouded Lever’s move was men- 


tion on the radio order of “Lipton’s 
tea and other products” as the 
items to be advertised. Y & R has 
the Thomas J. Lipton, Inc., account, 


and Lipton is controlled by Lever, 
but until official appointment of 
the agency this week, Y & R 


handled no “other products” 
the Lever banner. 

Although the nature of the prod- 
uct itself is being kept as close a 
secret as complete promotion plans, 
Swan believed to be a_hard- 
milled soap which wil sell for five 
cents National advertising of a 
hard-milled soap selling at a nickel 
will be an innovation. 


under 


1s 


Aimed at Ivory 


Trade reports picture Swan as 
Lever’s answer to Ivory soap, and 
a highly competitive battle for su- 
premacy among these two all-pur- 
pose cleansers forecast. Like 
Procter & Gamble Company’s Ivory, 
Swan is white and “it floats.” 

The last major new product mar- 
keted by Lever was Spry, intro- 
duced in 1936 as a major competi- 


1s 


tor to P & G's Crisco shortening. 
About $3,000,000 was spent on 
advertising to launch Spry, and 


within four years its sales 
ened Crisco’s leadership. 

A huge sampling campaign was 
instrumental in Spry’s quick suc- 
cess, and it is reported that similar 
tactics will be employed on Swan. 
Prospects are that a million or 
more bars of Swan will be given 
away. 


threat- 


Very, Very Creamy 

The eyes of the trade will now 
be focussed on Cincinnati, to see 
how P & G will meet the new com- 
petition. It remembered that 
Spry’s introduction was met by a 
new claim for Crisco, which sud- 
denly became the “double creamed” 
shortening. Spry then became 
“triple creamed,” and Crisco “super 
creamed.” 

P & G and Lever are the two 
biggest spenders in a field noted for 
the size of its advertising budgets. 


IS 


P & G's 1940 budget topped the 
$15,000,000 mark, although not all 
of that amount went for time and 


space purchases. Lever’s 1940 total 
is reported to have exceeded $10,- 
000,000. 

P & G spent about $2,000,000 of 
its grand total on Ivory all-pur- 
pose soap, not including expendi- 
tures on other Ivory products such 
Ivory Snow and Ivory Flakes. 
Lever’s line has heretofore lacked 
a comparable product. 


Long Testing Period 


as 


Swan's introduction has long 
been considered imminent. More 
than a year ago it was first men- 
tioned in these pages. As in the 


case of prior Lever products, both 
the product and the advertising 
appeals to be used have been care- 
fully tested over a long period. 

Y & R has not previously shared 
in Lever’s business, except for its 
connection with Lipton’s tea. J. 
Walter Thompson Company handles 


Lux, Ruthrauff & Ryan Spry and 
Rinso, and William Esty & Co. 
Lifebuoy. Batten, Barton, Durstine 
& Osborn handles Fairy, Gold Dust 
and Silver Dust, which were for- 
merly made by Hecker Products 
Corporation. Hecker sold its soap 


division to Lever two years ago and 
BBDO was continued as agency for 
those products. 


NOW... 


about our advertising for 1941 


"350,000 women in the 29 North Jersey communi- 
ties of the Newark market spend about a thousand 
dollars apiece in more than 15,000 retail stores . . . 
that's 85°, of the sales in America’s |0th retail 


market, 


“7 out of 10 of these women—and their families— 
make the Newark News their social, news and buy- 


ing guide. That's the kind of 


in this major market . . . more coverage than we 
can get with any other paper . . . more weekdays 
than all New York papers combined. 


“It's our baby for ‘A’ schedules in 1941." 


NEWARK 


New York Chicago Detroit Los Angeles 


NEW JERSEY 


OMARA & ORMSBEE. Inc., General Advertising Representatives 


coverage we NEED 


San Francisco 


eT 


Originator of 
‘Ask Dad’ Slogan 
Dies in Chicago 


Chicago, 
over, 
whose 


Jan. 7. 
veteran advertising man 
good fortune in reaching 
his prime during a period of tre- 
mendous business expansion 
supported by a keen mind 
remarkable’ versatility, died in 
Evanston, Chicago suburb, yvester- 
day. Perhaps chief of the numerous 
exploits of Mr. Conover, who was 
75 years old, was his campaigning 
for Sweet Caporal cigarets, which 
left an indelible imprint on the 
American mode of life. 

The advertising man, himself an 


Harvey Con- 


Was 
and 


inveterate smoker, used to amuse 
himself by making contributions of 
promotion material to the’ then 
flourishing Anti-Cigaret League, 
busily engaged in informing the 
country’s youth that “coffin nails” 
led to ruin and destruction. This 


joke backfired to some extent when 
he was called on to write advertis- 
ing for Sweet Caporals, but he 
proved more than equal to the task. 
“Ask Dad, He Knows,” one of the 


most famous slogans of all time, is 
said to have originated in his fertile 
brain 

Educated as Lawyer 


Mr. Conover was born in Dayton, 
O., and educated at the University 
of Cincinnati, with the legal pro- 
fession as his goal. Upon gradua- 
tion he returned to Dayton and 
began practice. While waiting for 
clients to appear in larger numbers, 
the young attorney passed the time 


by drawing cartoons and sending 
them to the local dailies, which 
accepted them with thanks. Per- 
haps it was this avocation which 


attracted the sharp eye of John H. 
Patterson, the mighty president of 
National Cash Register Company. 
At any rate, Mr. Patterson one day 
called the struggling young lawyer, 
whom he knew slightly, on the 
telephone and tendered him the job 
of advertising manager. Mr. Con- 
over thought this was a practical 
joke until the cash register tycoon 
mentioned the salary attached to 
the post. Still unconvinced, Con- 
over called his wife, stated the 
facts and asked her advice. She 
laughed and hung up, whereupon 
it dawned on the young man that 
he was now in the advertising busi- 
ness. 

While true to the 
tradition, his connection 


cash register 
with NCR 


did not last long, it endured until 
he and Bob Patterson, the presi- 
dent’s nephew, decided that Chi- 
cago and the agency field were 
beckoning. The two launched their 
venture in the Windy City about 
1909, but found the going somewhat 


rougher than they had expected. 
Conover soon joined the Street 
Railways Advertising Company, 
where he met William H. Rankin. 
Both Rankin and Conover joined 
the late John Lee Mahin, then a 
mighty force in the agency field, 


but both seceded later when Ran- 
kin gained control of the Goodrich 
account and formed his own agency. 


Headed Own Agency 


Mr. Conover rounded out his 
experience with a term with the 
Thomas Cusack Company, forerun- 
ner of General Outdoor Advertis- 
ing Company, then returned to the 
agency field as head of the Con- 
over-Mooney Company, which sur- 
vived the stormy for about 
three years. 

Mr. Conover spent 14 years with 
General Outdoor Advertising Com- 
|pany upon leaving the agency field, 
serving as director of planning. 
When General Outdoor Advertis- 
ing, Inec., was formed he joined its 
creative department, serving about 
|three years before retiring. 


seas 


effective January | 


David A. Smart 


President of squire, Inc. 


and 


Publisher of [Esquire 


announces 


the resignation of 


Wm. H. Weintraub 


as Co-Publisher 


D, 
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Relations with Consumers 


Improved During Past Year 


Defense Moves Provide | 


Impetus to Organized 
Consumer Effort 


| a Rae ‘ an > ec 
|the same force that has influenced | prediction. 


ment in the evolution of business- 
consumer relations, however, was 


the proceedings of 
Mass., ADVERTISING AGE pointed out 
that consumer spokesmen looked to 
the defense emergency as a power- 
ful stimulus that would hasten the 
attainment of many major objec- 
tives emphasized for years by the 
consumer movement. The _inter- 
vening months have borne out that 
The Elliott office in 


| practically every other phase of | Washington is the nation’s focal 
ithe nation’s commercial and civil 


life—the defense program. For, 


New York, Jan. 9—Action in-| with the establishment of a con- 


stead of words characterized the 
relationship between business and 
consumers during 1940, and the 


year was notable for the absence of 
many of the acrimonious exchanges 


years. 

Instead of epitomizing the fanci- 
ful meeting between an irresistible 
force and an immovable 
business and consumer groups for 
the most part put their best feet 
forward and cooperatively achieved 
something akin to a fuller under- 
standing of each other’s problems. 
The fruits of these labors were 
harvested chiefly in terms of accel- 
erated progress in informative and 
grade labeling and the serious con- 
sideration of standards for con- 
sumer goods. 


Most of the established business- | 


consumer forums of past 


object, | 


| 
| 


| effort, covering all shades of) 
that spiced the history of former | opinion, 


| 


years |consumer spokesmen 
continued as sounding boards for| plug for a 


sumer division within the National 
Defense Advisory 


there came into being a magnet 


that drew to it organized consumer | 


which has_ consistently 


of this kind. 
In this connection it is interesting 


| 


Commission, | 


|sought a powerful instrumentality | 


to recall that exactly a year ago! 


Harry Hopkins, then Secretary of 
Commerce, made known to Con- 
gressional circles his desire for an 
appropriation to set up a division 
of consumer standards in his de- 
partment, thus bringing to fruition 


point for organized consumer pres- 
sure. 

Miss Elliott sounded the con- 
sumer rallying call as early as last 
July when, in a letter sent to 
Harold Brightman, vice-president 
of L. Bamberger & Co., and head 
of the National Consumer-Retailer 
Council, she asserted that improved 
labeling and the development of 
standards for consumer goods are 
essential to the maintenance of 
living standards during the na- 
tional emergency. 

Shortly after this viewpoint was 
expressed the attention of national 


|advertisers was directed to a proj- 


/ect that sought the furtherance of 


the dream of many organized con- | 


sumer groups for a specialized unit 


| the 


of this kind in the federal govern- | 


ment. Mr. Hopkins’ request was 


lost in the hectic legislative shuffle | 


of 1940, but throughout the year 
continued to 


federal consumer de- 


the interchange of opinion during | partment. 


1940. In the forefront were the 


conferences sponsored by the Insti- | 


tute of Consumer Education at 
Columbia, Mo., by the National 
Association of Better Business Bu- 
reaus, and the National Con- 
sumer-Retailer Council. In addi- 
tion, scores of local organizations 
throughout the country brought 
together spokesmen for advertising 
and representatives of organized 
consumer groups. 

The most significant single ele- 


Provides Focal Point 


observers 
have kept in close touch with the 
Washington scene are convinced 
that a federal consumer department 
is no longer a goal to be attained; 
it is a fait accompli under the aegis 
of Harriet Elliott and the corps of 
assistants she has marshalled under 
the banner of the defense commis- 


Today business who 


/sion’s consumer division 


Seven months ago, in reporting 


|}matter is 


these very objectives. 
fact that public 
Institute of 
regarded by 


Despite the 
announcement of 

Standards was 
many consumer 
spokesmen as a reply to Miss 
Elliott’s platform, the fact of the 
that the Institute plan 
had been in the process of develop- 
ment for at least two years pre- 
viously. The proposal was offered 
as a practical means of cementing 
the relationship between business 
and consumers in a_ cooperative 
spirit and was regarded as a logical 
move to forestall the imposition of 
mandatory standards by govern- 
mental edict 

History of Institute 

Presentation of the Institute plan 
attracted widespread attention, 
encountered considerable  opposi- 
tion from advertisers at the outset 


Consumers | 
Union’s annual meeting at Amherst, | 


but won an increasing measure of 
support as the year rolled along. 
The most eloquent testimonial to 
the importance of the standards 
problem was the Association of 
National Advertisers’ action in de- 
voting an entire convention session 
to the pros and cons at White Sul- 
phur Springs in October. That 
producers of consumer goods still 
regard the Institute as a project 
demanding serious attention was 
evidenced only two weeks ago 
when the National Electrical Man- 
ufacturers Association sponsored a 
special meeting attended by promi- 
nent industry figures from all parts 


of the country to discuss the pro-| 


posal. 

The Institute procedure has 
undergone several refinements 
since its announcement in July. 
Originally provision was made for 
consumer organization membership 
with this representation to compose 
a board of review that would pass 
on all proposed standards. When 
leading consumer organizations re- 
neged at accepting this responsi- 
bility the board idea was dropped. 
Evolution of the project indicates 
that a likely development will in- 
volve close affiliation with the 
American Standards’ Association. 
The Institute would retain its 
autonomy but would pursue 
same course in developing stan- 
dards for consumer goods that the 
ASA now follows in its industrial 


work. Under such a _ setup full 
opportunity is available for inter- 
ested consumer groups to express 


their viewpoint. 
Home Economists Decline 


Although the three major con- 
sumer organizations—the American 
Home Economics Association, the 
American Association of 
sity Women and the General Fed- 
eration of Women’s Clubs—have 
participated in discussions of the 
Institute for the past seven months, 
only one of the group has taken an 
official action. In November, the 
AHEA voted not “to participate.” 


|In reply to this move, Otis L. Wiese, | 
|president of the Institute, asserted 
| that 


the decision “refers to an 
organizational affiliation which has 


the | 


Univer- | 


— ——. 
state that the procedure j, 
accordance with NCRC recommen. 
dations. 

The labels will be noteworthy jp 
that they combine both grading 
and informative features. Opn one 
side the grade designation wj}) be 
printed, according to the Standards 
set up by the Agricultural Market. 
ing Service of the Department of 
Agriculture; while on the everse 
side consumers will be told 
quality story. Grade A, th 
will point out, signifies contents og 
the finest quality, consequently 
“representing only a small ; " 


chain 


rt of 
the whole pack, selected a: the 
peak of flavor.” Grade B sivnifie: 
“choice quality” but not ghest 


quality,” although contents ; de- 
scribed as “excellent in apps« 


ance 
with fine flavor.” Most interesting 
perhaps, is the Grade C label vhich 
explains: “Sanitary and packing 


regulations are the same fv aj) 


grades and have practically the 
same wholesomeness and nui: itive 
value. Grades A and B uw-ually 
bring a premium for their etter 
appearance and more delicate 
flavor. Grade C foods are sta: dard 
quality, good but not fancy, and 
suitable for all general purvoses 
They appeal to careful home nan- 
agers. No one need hesitate t 
serve them on any occasion.” 
Others Jump on Wagon 
Participation in the NCRC pro}- 


ect by A&P will be matched by 


such other prominent chains as 
Kroger Grocery & Baking Com- 
pany; Grand Union Company; D 


Pender Grocery Company; Big Star 
Markets and Rogers Stores. All of 
these companies will carry Grade A 
and B labels with consideration 
be given to Grade C later. 

The Agricultural Marketing Serv- 
ice made merchandising history i: 
its own right during the year by 
| setting up an experimental pro- 
| gram of constant supervision of 
|food packs, with five packers now 
| participating. N. Schukl & Co., Sar 


Francisco, and U. S. Products Cor- § 
poration, San Jose, were the first J 


two firms te-join up. They wer 
followed by Cherry Growers Pack- 
ing Company, Traverse City, Mich 


not been requested by us.” Curtice Brothers Company, Roch- 
| Commenting on the outlook for ester, N. Y.; and Florida Frui' 
consumer goods standards, P. G.|Canners, Frostproof, Fla. Bercut- 
|Agnew, secretary, American Stan-| Richards Company, Sacrament 
|dards Association, emphasized to-|and California Conserving Com- 
day the serious attention being| pany, San Francisco, have alread) 
‘accorded this problem within the requested permission to join the 


|scope of Miss Elliott’s division and 
i|he pointed to the “increasing inter- 
est business continues to show in 
|the standards movement.” During 
|the past year, he reported, the ASA 
|has been engaged in some impor- 
|tant undertakings in the consumer 
as well as the industrial field. One 
of the projects being pushed is a 
| procedure for determining 
|graphic speed of films. Thirteen 
|standards were approved for gas|users were swelled by the additio! 
| appliances, and work is being|of Westinghouse Electric & Mfe 
jaccelerated on standards for sizes|Company, General Electric Com- 
of children’s clothing. pany, Pacific Mills (“Factag’’), Ar 

While the question of an instru- nold_ fabrics (“Telltale Tag” 
mentality for developing consumer Gotham hosiery and Hummine 
|goods standards was being debated,| Bird hosiery. Perhaps the greates' 
|significant developments were tak- stimulus to informative labeling 
ling place in the labeling field. The|in fields other than foods was sUupP- 
food classification occupied most of | plied by Sears, Roebuck & Co., wh 


other five packers. 

Federal inspectors exercise a 24- 
hour vigil in the plants named and 
the packers pay salaries, expenses 
and an additional 15 per cent for 
general overhead. Products mar- 
keted under this system are per- 
mitted to carry the designatio! 
“U. S. Grade A,” ete. 
photo- In other product classifications 
the ranks of informative _ lab 


Irs the smart boys—who hit the jackpot of packaging’s 4 bil- 
lion dollar annual market with their advertisements in Modern 


‘ Packaging's great March Issue— | the limelight but other product/developed the “Infotag” for us 
: groups also came in for liberal both in its retail stores and 
The men who supply packages and package parts and pack- attention. order and is rapidly extending th 
aging equipment to America's leading packagers— Grade Labeling Increases ne nd al of its Ghousam 
. . . . Joining the membership roster; At year’s end the importance 
The guys who took advantage of the big extra paid circulation of the National Consumer-Retailer | attached to the defense progré! 
bonus that the March issue of Modern Packaging gets—thou- Council, the National Association|by consumer spokesmen was €™ 


. . +4: _ of Food Chains furnished an un-|phasized by Consumers Union 

sands of Copies sold at the Packaging Exposition precedented stimulus for grade|announcement of a weekly new 

: Sas labeling and immediately impor-|letter to disseminate “new abou 

ae The concerns who placed their advertising early (that means tant chain store organizations were|the prices and quality of duct 

now!) and got preferred position in the peak issue of the only on the bandwagon. A&P, which|and how they are affected by ‘ 
d ABC packaging paper. adopted an experimental A-B-C | war and defense spendin: 


grade labeling procedure for a few 
products several years ago, dis- 
closed last week that henceforth with your 
its entire line of canned fruits and FREE first Order 
vegetables will carry the new | Jer end Grush FREE with your first order 
labels. Affecting 120 different prod- | ptr en tn > be ee "$275. / 
ucts, A&P and Ann Page brands per gal. postpaid. For Frishets use $$ Spe-| 
will be designated as Grade A; 


cial Frishet Cement, $3.50 per 9°! 
Sultana, Grade B; and Iona, Grade Ss RUBBER CEMENT CO. 


SPACE RATES ON REQUEST 


Just write to the Bingo Department of 
Modern Packaging for your share of the Jackpot! 


122 EAST 42nd STREET NEW YORK CITY C. A legend on each label will 1438 No Maistea St. CHICAGO, ILL. 

GIBBONS KNOWS CANADA |i 

: vane ’ 
~ J. J. GIBBONS LIMITED - ADVERTISING AGENTS 
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Cldvé utisi 
Market 


The rates for this department are as follows: 


‘Help Wanted,” “Positions 


cash with order. 


Wanted,” 
“Representatives Available,” 30 cents a line, minimum charge $1. 


and 
Terms 


“Representatives Wanted,” 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 in., 


$4.75 per inch. 


HELP WANTED 


WANTED—Young College Graduate 


(under 25) as Sales correspondent and 
promotion man for strongly backed 
Nationally advertised Cosmetic line 
Selling through Department and Drug 
stores Give complete personal de- 
tai and experience 

Box 3239, ADVERTISING AGE, Chgo 


Experienced Trade Paper advertising 
salesman—Chicago territory 
Box 3236, ADVERTISING AGE, Chgo 


POSITIONS WANTED 


PART OF MY TIME 

ALL MY EXPERIENCE 

for some Chicago advertiser 
Maybe you need an advertising or 
sales promotion man, but don't have 
enough work to keep him busy full 
time. My arrangements are such that 
I can spend half of each day, or a 
few days each week, on your adver- 
tisine—bring you years of experience 
in industrial and consumer advertis- 
ing Direct Mail, Catalog, Trade 
Paper, Newspaper, Magazine, Pub 
licit Radio Let me show you what 
I ha done for others, and how little 
a part of my time costs 
Box 3238, ADVERTISING AGE, Chero 


pO YOU WANT MORE SALES AND 


PROFITS IN 1941? Proper leadership 
and tested sales plans will help tre- 
mendously. Well Known Executive 40 


years old, married, college education 


is open to connection Over 18 years 
diversified experience sales promo- 
tion, advertising and Sales manage- 


ment. Have outstanding records with 
Nation's leaders Can start imme- 
diatels 

Box 3237, ADVERTISING AGE, Chere 


POSITIONS WANTED 


PUBLIC RELATIONS COUNSEL— 
capable of taking complete charge ot 
institutional or advertising agency 
publicity. Familiar with agency 
routine Notable record of solving 
knotty promotional problems. Mod- 
erate salary 

Box 3242, ADVERTISING AGE, Chgo 


Illinois 1940 grad seriously seeks ad- 
Vertising opportunity —agency, firm 
or other; versatile, varied background, 
(Competent as assistant 
tox 3240, ADVERTISING 
NEW LJORK writer, young woman, 
moving to Chicago Specialties: pub- 
licity, radio script and commercial 
writing. East, Middlewest experience 
Available Chicago interviews after 
February 9% 

Box 3241, ADVERTISING AGE, N. Y 
Radio Time or Mag. 
Desires return to N Has contacts; 
“A” plus selling ability. 26, undraft- 
able, productive, versatile; prot. Can 
write, promote. Interested in agency, 
station or publisher set-up 

Ox 3233, ADVERTISING AGE, N. Y 
Sales Training Writer with ten years 


AGE, N. Y 


Space Salesman. 


promotional and editorial writing ex- 
perience is available for special as- 
signments Reasonable fees—eor will 
work on hourly rate at your office 
Rest of references 

Box $235, ADVERTISING AGE, Cheo 

POST CARDS 
PHOTOGRAPHIC POST CARDS 


An economical means of using actual 
photographs to favorably display 
your product Samples and prices 
ion request Grove Photo Service, 


Lafayette, Indiana 


MISCELLANEOUS 


Industrial Group 
Asks Commissions 


On Non-Agency Copy 


(Continued from Page 1) 


rapidly in the business paper field 
during the last couple of years be- 
cause of much greater use of agency 
service by industrial advertisers. 
Some business papers are now re- 


| ceiving as much as 70 per cent of 


| their business from agencies, it was 


tse TCH PROOFS of type for Heads, | 


We have 20,000,000 kinds of type 
styles and sizes From 2 point to 
letters 15 inches high BAIRD) Ad 
setters, 18 EK. Kinzie, Chicago 


Abbott President 
Lauds Work of 
Advertising Clubs 


Chicago, Jan. 9.—A _ graduate of 
the old Chicago Advertising Asso- 
clation came home today to offer a 
testimonial on the value of that 
organization in particular and ad- 
vertising clubs in general. He is 
S. DeWitt Clough, president of the 
association in 1915, former adver- 
tising manager of Abbott Laborato- 


ries, and at present head of that 
successful company. Mr. Clough 
addressed 250 members of the 


Chicago Federated Advertising Club 
at “Founders’ Day” at the Sherman 
Hotel. 

Another feature was the introduc- 
tion of Carl Blancke, president of 
the Chicago Junior Advertising 
Club, as the outstanding junior 
advertising man in Chicago during 
1940. Mr. Blancke, who is with 
Popular Science Monthly, was pre- 
sented with a scroll. 

Mr. Clough said that his contact 
Wit! the numerous committees 
working in behalf of the Chicago 
Advertising Association imbued him 
with the idea of group management 
which he put into effect so success- 
fully when he became president of 
Abbott Laboratories eight years ago 
He predicted that the next three 
years will be the best that industry 
Nas experienced in the last quarter 
entury. 


— 


we CZ/p BACK ISSUES 


@ Complete coverage 
of current and back 
sues of trade papers 
and general magazines 


“Using 

lor editorial and adver- Trade Paper 
nm 

‘sing material. Senness” 


BACON’S 


CLIPPING BUREAU 


21N. LASALLE ST., CHICAGO, ILL, 


| 


FTC Forces Many 
Changes in Philip 
Morris Package 


(Continued from Page 1) 
arate places on the Philip Morris 
package the product’s American 
origin clearly indicated. Fur- 
thermore, Philip Morris advertising 
on the air and in newspapers and 
magazines emphasizes the fact that 
it is a domestic cigaret. 

The brand’s radio commercials 
wind up with the statement: “Made 
by Americans, in America, to suit 


1S 


American tastes.” Newspaper and 
magazine copy carries the slogan, 
“America’s Finest Popular Priced 
Cigaret.” 

Although the Philip Morris trade- 
mark crest was deemed by the 
FTC to be a simulation of the 


British royal family’s insignia, ob- 
servers point out that the compon- 
ent parts of the cigaret symbol are 
common to dozens of other similar 
marks intended for “atmosphere’ 
rather than to imply a= specific 
royal acceptance. Virtually all 
crests used in this manner show 
two symbolical animals separated 
by a slogan and a crown. In Philip 
Morris’ case the slogan is, “Veni, 
Vidi, Vici,” Julius Caesar’s famous 
declaration of victory. This is not 
the quotation inscribed on the offi- 
cial British crest. 
May Affect Others 


Discussion of the Philip Morris 
case brought to the fore the fact 
that Pall Mall, which is certainly 
recognized as a name of British 
origin, also carries a symbolical 
crest on its package. Two animals 
clutch the inevitable shield which 
bears the somewhat lyrical desig- 


nation (in Latin, of course), 
“Through Bolts and Bars to the 
Stars.” And beneath the shield is 


the inscription (also in Latin), “By 
This Sign Thou Wilt Conquer.” 


The inscriptions on the royal British 


crest are in French. 


Ricola to Borrelli 

Ricola Olive Oil has appointed 
Borrelli Company, Philadelphia, to 
direct its advertising 


pointed out, and therefore feel justi- 
fied in granting agency commission, 
but maintain that rates have not 
been raised for that purpose alone 


but rather in conformity to in- 
creased service and added circula- 
tions. 


Charge Violation of Law 

Advertisers who presented their 
viewpoints tonight charged that not 
giving the same discount to non- 
agency users to agencies is a 
violation of the Robinson-Patman 
act and places such advertisers at 
an economic disadvantage. Several 
advertisers declared that publishers 


as 


would lose space in the event of rate 
advances because they would 
merely prorate their appropriations 
accordingly. 

The resolution passed was drafted 
by the board of directors of the IAC 
and introduced by D. Clinton Grove, 
advertising manager, 
Company. It read as follows: 

“Resolved that the Industrial Ad- 
vertising Council of Pittsburgh finds 
that the practice of certain trade 
magazines of allowing a discount to 
advertising agencies on space sold 
in their publications is discrimina- 
tory against advertisers who do not 


employ an agency and not in ac- | 


cordance with the best 
industrial advertising. 

nie further resolved that the 
Industrial Advertising Council rec- 
ommends to publishers of such trade 
magazines that a fair and equitable 
practice be followed of giving a 
discount of 15 and 2 per cent (or 
whatever the rate of discount has 
been determined to be), to the 
agency if the advertiser employs an 
agent or to the advertiser direct if 
he does not employ agency service 
in the preparation of his advertis- 
ing. 

“Be it further resolved that a 
copy of this resolution be sent to 
all other chapters of the NIAA.” 


interests of 


is 


Blaw-Knox | 


Shetfford Holds Meetings 


Shefford Cheese Company, Green 
Bay, Wis., is holding a series of 
regional sales meetings where the 
1941 advertising and merchandising 
program, with special emphasis on 
the Lenten campaign, is being pre- 
isented by Clarence A. Quealey, 
general sales manager; William 
Zeisel, assistant sales manager; 
Jack Hunt, bulk cheese department, 
and Owen B. Smith, representing 
Campbell-Mithun, Minneapolis, the 
Shefford agency. 

WLS Issues Album 

WLS, Chicago, has just issued 
its 1941 “Family Album,” telling in 
many pictures and few words the 
story of the station and the people 
who direct it and appear on its pro- 


grams. In 11 years 470,000 copies 
have been distributed, 43,000 last 
year. 


Thomas French Appoints 


Thomas French & Sons, Man- 
chester, England, and New York, 
has appointed Frank Best & Co. to 
lhandle its advertising. Business 
papers will be used. 


Coleman to WAGA 


Maurice C. Coleman, formerly 
manager of WATL, Atlanta, has 
|been named commercial manager 


of WAGA, Atlanta. 


Latest investigation of “Local Lives” of four Network 


Key Stations reveals: 


| 


work key stations. They’re key stations 
for their respective networks during the 
day and evening. But they lead a wholly 
local life in the early morning. 


The unchallenged dominance of Colum- 
bia’s WABC, day and night during net- 
work hours, has long been established (by 
live basic studies in the last seven years. ) 
Now —here’s the most comprehensive sur- 
vey ever made to measure the local, early- 
morning lives of these four stations: 


From December 2 to 7, 1940, Samuel FE. 
Gill (former Research Director of @ross- 
ley, Inc.) collected data on each New York 
station’s audience in every quarter-hour 
between 6:30 and 9:15 A.M. The method: 
Printed Roster, with personal interviews 
on six days in 20 counties.* 


Gill's investigators found that W ABC and 
one other station divided all the quarter- 
hour “firsts” between them. But not 
equally! For WABC—key station of the 
Columbia Network — placed first in 75% 
more quarter-hour periods than its near- 


est competitor. 


AMERICA’S BIGGEST RADIO 


WORLD'S LARGEST MARKET 
CONCLUSIVELY FAVORS WABC! 


You know of the 
“double lives” led by 


New York’s four Net- 


ago, it 


these 


rates, 


This is hardly an unexpected result. Since 
WABC first inaugurated a regular local 
hbroadeast schedule less than four years 


has maintained Columbia Network 


standards during all its local periods. 
CBS-trained program directors produce 
WABC’slocal programs. No wonder, then, 


programs are the overwhelming 


first choice of the New York audience —a 
logical complement of these same listen- 
ers’ day-long preference for WABC, 


WABC today leads all other New York 
stations during early-morning periods, 
as it does in the rest of the day. And early- 
morning, remember, brings you family 
audiences at a fraction of evening time 
That’s why WABC’s early-morning 
local schedule is studded with the cam- 
paigns of many of America’s foremost 
radio advertisers. And why early-morning 
advertising on WABC ranks among New 


York’s most successful local radio adver- 


York. 


tising—at any time, anywhere in New 


For your next local campaign in 


the world’s largest market, buy the best 
in radio. It’s the smartest buy per dollar 
invested. 


* Full details are available, of course. 


ADVERTISERS PREFER 


WABC * 50,000 WATTS « NEW YORK 


OWNED AND OPERATED BY CBS — REPRESENTED BY RADIO SALES 
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Voorhis, Patman 
fo Resume Fight 
for Pet Bills 


(Continued from Page 1) 


perhaps the most important legis- 
lative developments of 1940 were 
the enactment of the wool labeling 
bill and the transfer of the Food 
and Drug Administration from the 
Department of Agriculture to the 
Federal Security Agency. 

The wool bill, considered’ by 
many to be a forerunner of man- 
datory labeling requirements appli- 
cable to numerous other lines of 
consumer goods, was placed on the 


statute books after reposing in 
Congress for 25 years. The law 
makes it mandatory to specify 


content of all woolen 
articles, including the percentages 
of new and reclaimed wool. 

Unsuccessful last year was the 
Walter-Logan bili which would 
have afforded’ greater judicial 
supervision over the activities of 
federal administrative and quasi- 
judicial agencies. Although passed 
by both House and Senate, the 
measure was vetoed by the Presi- 
dent. Advertisers were eager sup- 
porters of the bill, despite the fact 
that their original enthusiasm was 
dampened somewhat when __ the 
Federal Trade Commission and the 
Anti-Trust Division of the Depart- 
ment of Justice were specifically 
exempted from the provisions after 
having been included. 


Other Potential Laws 
Other legislative proposals which 
bit the dust during 1940, and which 
may be resurrected this year, in- 


fort STRIBLING acecates 
LAYOUTS [AU 


a AR T 


ILLUSTRATING [i 
CENTRAL 9503 


RETOUCHING 
140 South Deardere Street, Chicoge ti! 


exact fiber 


cluded a bill offered by Represen- 
tative Lemke of North Dakota 
which would prohibit the use of 
any “seal of approval” on drug, 
food, cosmetic or therapeutic prod- 
ucts except with the specific per- 
mission of the Federal Trade Com- 
mission; restrictions on liquor radio 
advertising sponsored by Senators 
Johnson of Colorado and Capper of 
Kansas; stipulation as to whether 
or not testimonials heard on spon- 
sored radio programs are paid for, 
introduced by Congressman Pat- 
man; and a mandatory requirement 
that sponsors of all advertising 
contests, in printed media as well 
as radio, annouce_ publicly the 
names of contest winners, offered 
by Senator Nye of North Dakota. 
The venerable Sherman Anti- 
Trust Act occupied the limelight 
more dramatically than any new 
legislation during the year just 
past. Under the direction of Assist- 
ant Attorney General Thurman 
Arnold, the Department of Justice 
instituted a spectacular suit against 
eight major tobacco 


charging them with restraint of 


trade and specifying advertising as | 


one of the instruments of monopoly. 
The case is to come to trial in Lex- 
ington, Ky., in May. Also on the 
anti-trust front, Mr. 
an investigation involving some of 
the best known names in the food 
field. 


States Seek Revenue 


With 43 state legislatures in ses- 
this year, advertisers antici- 
pate a new flood of bills which will 
probably run the full gamut from 
revenue measures to food and drug 
supervision. Nine states already 
have food and drug laws that con- 
form to the federal statute and it 
is expected that more states will 
join the group during 1941. 

Faced with the constant need for 


sion 


new revenue sources, state law- 
makers will probably leave’ no 
stone unturned in their untiring 


search for money. Most states have 


been turning to sales and use tax 
measures in recent years but even 
ithese levies have not satisfied 


budgetary requirements 
Legislators have 
reached the conclusion 


generally 
that 


sales 


MOLINE-ROCK ISLAND 


ILLINOIS 


A NATIONAL DEFENSE MARK ey 


28 we OUR pEOPLE are BUSY, PROSPEROUS and are SPENDING = 


Industrial Employment in the 


Tri-Cities” 
HITS AN 
ALL TIME 


HIGH 
OF 
27,207 


All business indexes are reflecting 
the upward pressure of this booming 


*The Tri-Cities, com- market. We invite you to “Come 
prised of Rock Island and Get” YOUR share of a top speed 
and Moline in Illinois BUYING ACTIVITY that can best 
and Davenport, lowa, is be tapped by using the Argus-Dis- 


a city market of 170,000 
with 59% of the people 


living in the Rock Island- 10 


Moline zone. 


MOLINE 
DISPATCH 


patch circulation reaching 9 out of 
Rock 
WITHOUT DUPLICATION, 


Island County homes 


ROCK ISLAND 
ARGUS 


companies, | 


Arnold began | 


THIS WEEK 


Index of Retail Activity in 
82 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1941, by Advertising Publications, Inc.) 
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WEEK BY WEEK VARIATION SHOWN HERE 
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Store, Newark: The Fair, Chicago: 
the Palais Royal, Washington, and 
the Steinbach Kresge Company, 
Asbury Park. 


Schick Joins ANA 
Schick Dry Shaver, Inc., 
ford, Conn., has been 
membership in the 
National Advertisers. Roy W. John- 
son, advertising manager, will 
|represent the company in the ANA. 


Stam- 
elected to 
Association of 


NC EE SS ay — ~ 
JANUARY FEBRUARY MARCH APRIL MAY JUNE JULY AUGUST SEPTEMBER OCTOBER NOVEMBER DECEMBER 
| 
% Gain % ¢ ! 
{taxes are unpopular but there is a) or Loss or | ms 
possibility that a recent public Week Week Week 1941 al 
opinion poll by the National Asso- Jan, 7, 1939 yy jan. 4, 1941 1939 140 
iciation of Manufacturers may alter} Akron, © 150,679 142.884 10.1 9 
this belief. Of 11 types of taxes| Albany, N. Y 116,254 116,402 : Be < 
suggested by interviewers citizens Kw weed rae peg rt ag hae ie 
voted overwhelmingly for the sales Siebimten die 188 748 230-034 36.0 : 
tax as a means of financing the! Boston, Mass 373,471 364,714 25.7 ' 
federal defense program. It is) Bridgeport, Conn 145,656 143,612 aed > 
possible that state and local law- mere He - "a ant pipet +H , 
makers may consider this poll as a) Cedar Rapids ln 78.428 75.964 » 5 : 
guide for future fund raising. Charleston, W.Va 152,915 142,27: 8.8 0 
Chicage, Il 15,456 143,815 21.2 ; 
Ss g “Loss 4 -_ Cine : o 91.369 283,312 io 
pread of “Loss Leaders Pisvokana. a) 50a 748 iv S70 1.0 ' 
State high courts disagreed on Columbus, © 203 280 216.811 2.5 6 
the constitutionality of so-called) Dallas, Tex i1,: 23,865 16.8 : 
“loss-leader” laws during 1940, the rapa la +45 eye 7 _ : 
Pennsylvania tribunal having in- Satesail. Colo 234, 202.985 29 § ‘ 
validated its act and Wisconsin) Des Moines, ta 114,127 116,460 14.8 16.0 
upholding a similar law. Iowa's, Vetreit, Mich $02,779 505,045 - 
. | Kl Paso, Tex 151,578 155,400 2.0 5 
use tax was also declared unconsti- | jspje pa 122 500 126.252 6.8 6 
tutional. Evansville, Ind 204,414 192,640 3.4 ' 
In the main, the constitutionality Fall River, Mass 16,506 iS,412 $6.0 
of loss leader laws has been upheld —— Mich 167,902 164,640 rig 
; “ort Wayne, Ind ISY.875 189,952 24.3 
where the wording has followed) Gary, tna 85.421 87.722 7.9 
the model statute developed by the (irand Rapids, Mich 161,966 153,216 15.5 y 
grocery trade’s allied council. In shortest © fling Randi 4! ey od tre * 
spite of one or two reverses, it is + etcet te dy Va rth yd son eae s+ - “ 
interesting to note that laws plac- | indianapolis, Ind 297,248 18,H2N 2.7 12 
ing a floor under prices are now , J#cksenville, Fla 144,130 136, 62¢ + 1.7 +7 
operative in no less than 27 states. -e cars ggg pt ae ye on 
Sunsas City Kan 67,284 Ho,PS1 4 0 
The number will probably be in-) Knoxville. Tenn 155.580 180.404 » 
creased in 1941. Littl Roek, Ark 137,718 145,136 2 t 
Though several government | 0s Angeles, Cal 136,854 $45,357 cot 
Louisville, Wy 14,401 2ZLILSS6 15.7 
spokesmen have criticised fair) pony ass 116.816 114.408 10.4 ‘ 
trade recently, the consensus is that) Manchester, N. H 074 3,126 14.0 ' 
there is little likelihood that either “Memphis, Tenn 183,960 7,520) pe 
the permissive federal legislation <r nei hy Wis bigot -e aaa a + 
or any of the state price mainte- | *Minneapolis, Minn OTL AAD 66.937 21.5 
nance laws will be repealed in 1941. Moeline-Reck Island 140,098 PaS544 3. 
In fact, members of the drug trade, sea — acai Bs , ete $t- ¢- 
leading exponents of fair trade, <i. eng Same... sabes 163 4 7 5 
|have repeatedly asserted that the New Orleans, La 338,867 $48,952 + 6.9 
reason the Federal Trade Commis- New York. N.Y WA, TB2 859,868 28.0 - 
sion failed to make public results lester a : Reed yt ie 
of its survey is that the evidence) Oakland. Ca! 119443 141, 698 0 6 2 
was too favorable to fair trade. | ‘Oklahoma City, Okla 178,500 125,704 4 
The national law is reinforced by | (mths Neb 97.664 O58, 885 5.4 ry 
44 state statutes. mulled, ini 1 Pa rh see on 158 2 ; 
- Phoenix, Ariz 129,206 145.040 +16 ‘ 
. ‘ittsbure s 6.00 38.7 5 
Buyer Information Pers — gee Bay 202 734 175 366 r ; 
Reading, Va 154,258 Ho T3e " ‘ 
Bureau Seeks Support Richmond, Va 20: 404 182994 13.7 i 
The Bureau of Buyer Informa-, Rochester, N.Y 251,252 265,829 7.2 
tion, a non-profit organization af- Eoeckford, Tl 122,052 LAS 07 65.6 
filiated with the Chicago Federated | S¢cramento, Cal 596,094 147,560 $6.5 
Advertising Club, which aims to) (<i) po miangy Me " aaa 182 aa 44 3 
improve relationships between busi- | seattle. Wash 202 076 one aad “4 . 
ness and consumers by a_ broad! Seuth Rend. Ind 106,422 5,719 14.0 
attack upon the problem in the Chi- | ‘Spokane, Wash 128,170 124,152 14.7 
cago area, has published a prospec- | St. louis, Mo 100,785 90,91 63,330 12.5 
tus seeking support from individ- | St Paul, Minn 212,611 925.4 187,583 11.8 
uals and business organizations. ~~ pte : - . Hs t.220 50¢,699 155,369 4 
The Bureau, of which Walter E. pany Pia, pty ty thy php one 
Botthof, Standard Rate & Data Toronto. Ont. Car 60.8 $9 O58 290 169 the 
Service, is president, seeks $60,000) Troy, N. Y T4508 65.688 60.776 6.4 
for two years’ operation. Tulsa, Okla 154,728 157,626 144,17 #8 
a a Washington 7 “Sr $4.N1¢ 20.956 27.07 1 
Selfridge to Kresge Youngstow? 118,139 128,758 12 | + 4.4 
H. Gordon Selfridge, Jr... has Total 16,507,497 16,905,126 NPS.014 ' 
been named assistant to the presi- 
dent of Kresge Department Stores, Chicago Herald & Exam. discontinued Aug. 28, 1939 
Newark, N. J. He is a son of the Oklahoma News discontinued Feb, 24, 1939 
founder of Selfridge’s in London San Diego Sun suspended publication Nov, 25, 1939 
and has been secretary of the Fed- ancestry — - amen MERGTTERR CORLOS Pusticntion De: 
‘rated Department Stores. Sel- Caw ie os es get een a om me dane : Rhy 
fridge plans to divide his time Snckane Press discontinued March 18. 1929 
among the stores, assisting in ‘Special Centennial Edition printed Jan. 1, 1941 
supervision of Kresge Department — 


KGW-KEX Make Changes 

Paul Connet, formerly sales man- 
ager of KGW-KExX, Portland, Ore., 
has been named national sales man- 
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ager, and Chester Blomsness, for- using the figure of a toy sold 
merly on the sales staff, has been “General Discount,” in a Fiorie? J 
advanced to local sales manager. and Georgia campaign durl! the 
Other shifts make H. Q. Cox produc- coming year, with Martin ane g 
tion manager, Homer Welch pro- Morris, Atlanta, handling 
gram director, and Ralph Rogers account. Newspapers, radio, °U\ 
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door and direct 


mail will be use 


if x ; ee : ~ ee ’ : 5 Snail ; om . . 3 . = : eae ne . 
ls RC ig in lag oe 5s a Wee eo 7 # peg aS 
sich = ee January 13, 194) 

a YEART 
~~ ; 0 DATE 
+ . 2 
ae 10 19 
- we Last YEAR x: YEAR | 
| ri 5 
ee, H 
i ee 4: ; ; a 
s TIT TT TIO 
* oi | HLH PTT TTT TTT TT | 
= wo LUTTE TT PTT | 
_. m JIT TTT TTT TTT TIT TTT Te TT TT ( 
: wt TTT ITT TTT TTT TTT TT TT TT TTT 
-_ eee eeeeetennenaan PET TTT TTT 
_ peeen| |S PRRRREES PTT TTT ITT TT TT 7 
— = AH HHP eee et ete | 
*’ o) ARSSHOSHSSEESEESREREESESSESEEEESOOEEYUSTESEBEUEENY 
ma” ‘a SS Uaaaae Baaae PET TTT TTT | 
= eo LITT TTT TI PET ETT TTT 
ss PET TUTTE TTT TT TT TTT TTT TTT 
ek F |_| ae rerer Ss l i | J a Se Recall niheol . Bodie i ae \ 
= 
“i t 
ae n 
a t 
a i a 
7 4 Mis ( 
on ’ 
scsi ei) ee a 
, 
ae f 
; 
; M 
ie. h 
Se a 
— a 
4 i. t! 
a . 
= 7 
‘= V 
ae lt ie i... I 
Ms os ee r 
i a a v 
.™ . 
$ | 
j ‘ t! 
4 gon IC 
i . 
P-. 4 g ; er 
ny SeCOME A ' 
 « Bpsesce D2: : 
= . &, } e a oe e 
mm SKY CET ITs 
‘3 a © 4 
—— oe — 9 
“i . . | 
m Nis 
ie r | 
c , 
p 
e 
2 ai 
ae 
FS , - : 
| | | a ———$$—$—<——$ : 
e : " i | 
a a Es : | 
. “= 
< hie ss 
mere + ale net Fi“ x x rds 5 e +h a a Oe ¥ " 3 s ae ‘ Pha aod % Xs pA ee C é * *. P * Ps : a MNS hated 3 ae. Sees 
; Ys guide aT as ee Cciee. ee ee ee ee + ey |) Cae Sages os ae ee ph aR is, hae 


January 13, 1941 


ADVERTISING AGE 


Careful Planning 
Marks Entrance of 
Big Business Year 


(Continued from Page 2) 


of our clients increasing their ad- 
vertising effort. The following four 
cients illustrate the governing 
notives: 

Client A—Increase appropriation 
30 per cent to eoncentrate more ad- 
vertising into peacetime industries. 

Client B—Increased advertising 
me-third to concentrate in those 
markets important to him year in 
—year out. 

Client C—Rearrange advertising 
investment so as to put more 
weight on dealer and_ salesman 
education in order to have stronger 
selling price when war-time ac- 
tivity is over. 

Client D—Increased advertising 
100 per cent in order to introduce 
new product—thus widen markets 
to absorb future shock of curtailed 
activity. 

Southerners Going Ahead 


Cc. P. Clark, president, C. P. 
Clark, Inc., Nashville.—About half 
of our clients have increased their 
appropriations. Some inactive ac- 
counts have become active. A 
few new accounts have been de- 
veloped in past 60 days. 
seldom do we find an advertiser 
hesitant about going ahead with 
advertising. In this section man- 
agement is devoting more time to 
thinking of building sales and less 
time to deploring the government's 
attitude toward business. 

W. A. Brewer, president Brewer- 
Weeks Company, San Francisco.— 
It seems to us that 1941 will be a 
year potentially high in rewards 
and penalties, both, for advertisers. 
The rewards will go to those ad- 


vertisers—all too few—who have 
an eye on their position in their 
respective fields. The penalties 
will fall on the superficial ones 


who are content to show increases 


over 1940 or some previous year, 
without taking into account the 
changing yardstick implicit in a 


major change of business activity. 
The reason not far to seek; 
for the hazards of doing business, 
the inroads of necessary taxation 
—~and some perhaps not so neces- 
sary—will be proportional to the 
entire activity of businesses. There- 
fore “nice increases” will not only 
let the wolf in the door, but en- 
courage it to have pups as well. 
Defense spending dollars are 
full-scale, active payroll dollars in 
many cases; not stingy, depression, 
relief dollars. They can fairly be 
expected to go on turning over and 
ver, creating businesses and profits 
is they go. The business which is 
not aggressive and positive cannot 
hope to share in their benefits. 


is 


New Times—New Leaders 


To me, this seems the most seri- 
us problem confronting advertis- 
ng today, both in itself and in its 
nplications. Every similar swing 
business has seen a host of new 
aders emerge, and likewise has 


Only | 


seen old leaders bow in the dust. 
There is no reason why it should 
/not happen again. 

Among other important factors, 
|there is a new emphasis on the 
|profit opportunities of increased 
‘volume. The reason for this is 
that there is a confusion in many 
minds between what the account- 
ant correctly shows as “fixed” and 
“variable” costs on the one hand, 
‘and the practicalities of the operat- 
|ing relation between actual fixed 
/and variable costs on the other. 

| For example, an advertiser had a 
|net profit of 11 per cent on volume 
}and was operating at 73 per cent of 
| capacity. Increased advertising ac- 
tivity, plus repricing of some of his 
|items for faster sale, produced for 
| the ensuing 3 months, 9 per cent on 
volume operating at 95 per cent of 
|capacity, the practical limit. 

| The result was that his net profit 
was increased by 6.5 per cent for 
the last three months, 
he had considered a_ satisfactory 
jnet. That is to say, his dollar 
| profit was 6.5 per cent larger than 
|he would have made without the 
increased activity. 

| Another advertiser had net op- 
erating income, last year, of 13 per 
cent of volume. But had volume 
been $100,000 greater, net profit 
would have been $59,500 greater, 
less only the cost of securing the 
|increased business. Had the in- 
creased business been secured at a 
cost of $20,000, the net profit be- 
fore taxes, would have been in- 
creased by exactly $39,500. 

The advertiser could have spent 
any sum up to $59,500 to secure an 
additional $100,000 of business, and 
still have increased his net profit. 


over what 


Base Action on Tests 


Vv. O. Schwab, Schwab and 
Beatty, New York.—Most of our 
clients do not work on the basis of 
yearly appropriations for advertis- 
ing. They make tests and then, 
based on the resultfulness of these 


tests, they spend as much as our 
records indicate they can spend 
profitably. 

It is our opinion here that 1941 


should be a good year. Our clients 
are equally optimistic and, if test 
figures look good, their promotional 
and advertising activities will be 
very aggressive. 

Walther Buchen, The Buchen 
Company, Chicago. Our clients 
have agreed, in the main, to a mod- 
est expansion of advertising and 
sales promotion effort during 1941. 
As usual, it mixed,—depending 
upon varying individual circum- 
stances. On the average, it might 
be approximately 10 per cent higher 
than in 1940. 

None of our clients is in the posi- 
tion of canceling suspending 
their advertising program because 
of heavy defense orders or over- 
sold conditions. Likewise, none of 
our clients is sharply raising their 
advertising appropriation because 
of this great increase in volume. 
We feel that it significant that 
plans have been prepared and ap- 
proved which call for moderation, 
rather than extreme, action § in 
either direction. 

We all realize that conditions 
have changed markedly in the past 
year and are likely to change rap- 
idly in the future. It has been 
tions. in to make certain adapta- 
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or 
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tions in the advertising programs 
lof our clients. However, the funda- 
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Your Heme in 
Philadelphia 


All the creature comforts graciously 

“ministered; plus the thrilling atmos 

ere of a great and famous hotel. 
Reasonable rates. 


BELLEVUE 
STRATFORD 


IN PHILADELPHIA 
CLABDE H. BENNETT, Genere! Monager 


| Robert Tinsman, president, Fed- 
jeral Advertising Agency, New 
| York. — We believe advertising 
|headed for a New Year’s record. 
It is our experience when busi- 
| ness is good, advertising is better, 
jand there no question in our 
|mind as to the good prospects for 
1941. Our clients’ schedules are 
well in advance of their average, 
and I believe, without exception, 
they share the confidence here ex- 
pressed. 

As regards “important changes 
in copy themes and approaches,” 
this will depend on the individual 
situation in each case, of course. 
|The successful advertiser not 


IS 


is 


is 


likely to change his “Interrupting 
Ideas” regardless of the times, 
although, of course, he will be care- 
ful never to permit his copy to get 
out of tune with the news of the 
day. 

Charles H. Eyles, president, Rich- 
ard A. Foley Advertising Agency, 
Philadelphia—I am confident that 
advertisers with 
trademarks will 


take full 


well-entrenched | 
advan- 


tage of better business as the de-| 


fense program develops. 

I can not conceive how any 
manufacturer who understands the 
first principles of advertising could 
“coast along’ when experience has 
shown the value of long-range 
planning—no matter what the cur- 
rent situation might be. 


While I am not in a position to 
divulge any specific information 
relative to our own clients, I can 


say that all of them are continuing 


and thoroughly familiar with the 
wisdom of adapting a basic plan to 
changing conditions. 

I agree that 1941 will undoubt- 
edly be a banner year for most 
businesses—especially those prod- 
ucts or services which are classed 
as “common necessities.” Certainly, 
we can look forward to longer pay- 
rolls and fatter pay envelopes dur- 


ing the next several years. As 
workers are spenders, this means 
| that advertisers will be able to 


| 


as they have in the past—to plan | 


well ahead—subject to sensible 
changes as warranted by unlooked- 
for circumstances. As an_ indica- 
tion, we are now doing preliminary 
thinking on one account in connec- 
tion with 1942. 


Sees Changing Copy Themes 

Today, advertising agency or- 
ganizations, advertising  depart- 
ments, and management are geared 
to a very rapid pace in business 


“cash in” on their good will—par- 
ticularly if the product or service 
has a convincing appeal. 

I look for a more “matter of fact” 


basis in copy themes during the 
next several years—as, while there 
will be more money around, I! 


think that buyers are more experi- 
enced now, due to lean years, and 
are more likely to set value against 
value. 

Some Tendency to “Coast” 

New products or established prod- 
ucts with improved features, will 
find receptive consumers. _ Institu- 
tional advertising will increase 
greatly, particularly of businesses 
whose normal production facilities 
are being devoted largely to na- 
tional defense. Foods, beverages, 
clothing, and other needfuls will 
find expanding markets. 

Norman D’'Evelyn, D’Evelyn & 


41 
Wadsworth, Inc., San Francisco— 
Frankly, we feel that there is a 


tendency on the part of producers 
and advertisers generally to “coast 
along,”’ without much consideration 
of long-range planning. However, 
we do believe that there will be 
more exceptions to this attitude 
than in our previous experience 
with advertisers facing capacity 
business. 

One industrial account we have 
in mind that sells nationally across 
almost the full horizontal breadth of 
manufacturing is not only accentu- 
ating its national advertising activi- 
ties, heretofore somewhat eclipsed 
by its intensive cultivation of re- 
gional coverage of its home terri- 
tory, but is exploring the potential- 
ities of the export field, notably in 
Central and South America. 

A merchandising factor handling 
national accounts in the Western 
states resolutely seeking to 
broaden the base of its business, to 
diversify guardedly in allied lines 
compatible with present commit- 
ments. It well realizes its well en- 
trenched position of many years 
can be and _ should be fortified 
against hazards and contingencies 
inevitably to be brought about by 
the climactic upheavals of a world 
aflame and the realignments of the 
economic situations of yesterday. 
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Are you covering the market 


these banks are reaching? 


The presence of 254 banks and trust companies in the adver- 
tising columns of The Christian Science Monitor is certain 
indication that this newspaper reaches a market of importance 
to all who make and sell quality products. You can see from 
the signatures on this page that these advertisers include many 
of the leaders in the banking world. It is to their interest to 
seek out people with good average and above-average incomes 


. and they find them among readers of the Monitor. 


A majority of these banks have used the Monitor for several 
years or more. For example: Citizens National of Los Angeles, 
Marshall & Ilsley of Milwaukee, and Bankers Trust of Des 
Moines, have advertised each year since 1929. They know from 
experience that Monitor advertising helps to open new accounts. 

If you’re interested in selling to customers of good credit 
standing, take a tip from these 254 banks—place your adver- 
tising in The Christian Science Monitor. Let us show you how 


to cultivate effectively this worth-while market. 


THE CHRISTIAN SCIENCE MONITOR 


OTHER BRANCH OFFICES: Chicago, Detoit, Miami, St. Louis, Kansas City, San Francisco, Los Angeles, Seattle 


A DAILY NEWSPAPER FOR ALL THE FAMILY 


Published by The Christian Science Publishing Society 
One, Norway Street, Boston, Massachusetts 


NEW YORK OFFICE: 500 Fifth Avenue 


London, Geneva, Sydney 


THE 
CONTINENTAL 
NATIONAL 
BANK 


LINCOLN, NEB. 


— 


Janu 
— 


—_ 


FA 


Mis 42 a Pe a 
— aoe - y Os ». 
™ VA y 2 * wer OS Ors vt ” od 
be Ti y Qe™ Ps Pag > Os het : &. Ss 
Oy So J » LF SS 986 & 5° S9 
F PF ON SS Me se LF Ors 4s <5" ~ g* Ce z 
d cz Ss 
= Cat Ao Pa Ryd a8 OCF or S& + S¥ & CS * 
| ge SF SF c WE? 5 re 
© + x) - =e = ¥ 2 x 
ee ras rag rs + Me —— . 4 y 
vinsies sane) eae 18 e sig tT : 
pa ee 33. 6 |6|§ € ; “4 ( ; a? 2 
Be dK, + ; 4 + [ \ % A . . x ' Pd i + | e Fs = if 
" . ie .: 7 i y o 4 » ' Z 2 Sy 4 «Ft ‘4 a | i ." . is 
: a SS Ci >, ia q wel | — — coh 
4 2s ea ay & . a le 
iia, ee ee * se or ma , 
ae ee ee RS & > 2 , , 
: ro c 
+ & e >) 7 
ey 2 
sii ee He 
adie Bay es Ss 
: fe ~ ws 
| A SY". 
. Qe , 
a S ¥ KS 4 
— ANG i 
a Var 
ee Ss s+ i 
f * 
es < 
; Ay 4 
FP Oy 
oo" A. 
ee oe WV wo 
‘4s + SO” 
aad —— ie Or 
% ! SSP 
: i « ° 
Hi Se 4 Ciry 
‘ Yo IA Fi Moy 
7 = Sf Sa 
.” : = = > . > - v = ape @ SS y ~~ 88 to GG 
i Cia = 4A ine jg An, 
= SS SS Boe 
S38 Sein. eS ee OO. 
CLE Lipo 
a: See eo 
eins SS 
E ee ‘¢ 
bal ee ys 
_ . , \ ; 
a i. i a $$ _ RY S: \ 4 
* SF SS 
oi =~ A. y & RS 
“ yee 
Po a mn) “ Ad 
“= aos < babs 
4 0 
ee Ee ¢ : — ied ae is ’ BEL & 3 ie. inl . a * ‘ agro zn i, if <a i i oh Te AS i : fe Fi - is Ag ye “f i his ee :: ee ae : j eo DY, t i tq: Bee ne 
Nae re See s. See: dee Sc ore GA ry Behe he Teen ai ae Me ho ae PR, ee Fe ic aes 


43 - 
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RETAILERS GET COLOR BLOWUPS OF V WINE COPY 


ynuary 13, 1941 


PHOTOGRAPHIC REVIEW gers cee or 
OF THE WEEK Noe 


NEW SOAP PACKAGE 


» 
Synav Fenlarine 


“our guests today choose Wine” 


ae I 


FAITHFUL REPRODUCTIONS OF SKIN TYPES SOUGHT 


This 25-cent size Shinola white shoe soap, 
packaged in metallic foil silver carton 
with blue design, is the newest addition 
to the Hecker Products shoe polish line. 


cio READY TO SELL 
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~—— 
‘with a powder shade thal matches your true skin lype™ 


Enlarged color reprints of Wine Advisory Board magazine advertising will here- 

after be supplied to retailers regularly. Each will be attractively framed in the 

style shown, with the border matching the dominant color of the advertisement. 
The frame shown here is a deep burgundy. 


WORDS AND MUSIC, EVEN THOUGH THEY'RE SAD 


W. J. Russell, manager of engineering 
at Westinghouse's Mansfield plant, ex- 
plains the new Laundromat washer to 
} inj iy vad wats appear theoued Stanley Fisher (center), marketing man- 
| mM Tw ; pre wets 2 1 Som gy ager who will introduce the new ma- 

; “ avon, Seren, 2 , chine, and Frank R. Kohnstamm, West- 

inghouse merchandising sales manager. 


© Faithful reproduction of skin shades is sought in a new color magazine campaign 


for Woodbury face powder through the use of paintings, rather than photographs 
NEW ALE BOWS 


of movie stars. “Color controlled” shades are featured. 


IMRA KEEPS UP RECORD FOR EYE APPEAL 


Ladylike 
way to 
de-fuzz! 


10% tmp dved in Clintes! tow 


LISTERINE 


Q 
No bad smell Reve you vied iistering? ; 

, ~ for Infectious Dandruff 
A patriotic motif keys the label for 
International Club, being introduced 
this month by Berghoff Brewing Corpo- George—you know George—sings a heart-rending ditty in this Life page for 

ration, Ft. Wayne, Ind. L. W. Ramsey Listerine, complaining of the fact that there's very little brushing to do, now 
that Listerine’s around. 


65¢.$1, Company, Chicago, is the agency. 


$1.25. Or send 25¢ fora generous trial tube 


ce eal PLYMOUTH MOTOR FAIR STARTS ON NATIONWIDE TOUR 


7 4 
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This caravan, now enroute to Florida to begin a nationwide tour, contains some of the best exhibits of the New York 
world’s fair. One of the eight trailers is a mammoth projection booth for three-dimensional pictures in technicolor; 
others transport the “big tops” and canvas crews, a “talking Plymouth,” and other paraphernalia. 


One of the half-page magazine advertisements in the new campaign for Imra 
depilatory. (Story on Page |1.) 
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Test your knowledge. Do you know the latest facts about the nation’s : 

{ second largest market? The correct answers to these questions can mean ] a 

cash tg you ... mean greater sales and greater profits in 1941. . 

1. What Chicago newspaper during 1940 gained 1,429,654 lines of adver- ; 

tising—more than three times as much as all other Chicago newspapers ; 

combined? (Total paid advertising topped ten million lines.) . 

2. What one Chicago newspaper during 1940 had increases in every : 

major advertising classification, daily and Sunday? ti 

3 What Chicago newspaper during 1940 led the world in daily amuse- h 

ment advertising for the 8th consecutive year? be 
4. What Chicago Sunday newspaper has shown retail advertising 

increases each month for 28 consecutive months? . 

FOR CORRECT ANSWERS ‘ 


SEE MEDIA RECORDS OR ASK THE BOONE MAN 
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